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HOW  THESE  CHILDREN.  “BORN  TO  BE  FORGOTTEN.”  WERENT 


Six  years  isn’t  long  in  the  history  of 
a  nation.  But  it  is  forever  in  the  lifetime 
of  a  child.  And  though  Romanian 
dictator  Nicolae  Ceausescu  was 
executed  six  years  ago,  his  legacy  of 
poverty  and  child  neglect  lives  on. 

It  is  into  that  grim  world  that  Houston 
Chronicle  medical  writer  Ruth  SoRelle 
and  photographer  Smiley  N.  Pool 
traveled  when  they  joined  a  child 
care  delegation  from  the  Texas 
Medical  Center.  I  ttm  ti 

The  ensuing  special 
section,  “Born  to  be 
Forgotten,”  detailed  the 
struggles  of  thousands  of 


JOURl^SM 

DISnfc'ION 


Romanian  orphans  and  the  agencies 
trying  to  help  them.  Though  the 
problems  seem  insurmountable,  there 
are  tiny  glimmers  of  hope. 

Maybe  it  was  best  said  by  Houstonian 
Linda  Wilder  who,  along  with  her 
husband,  is  considering  adopting  a 
family  of  abandoned  Romanian 
children.  “I  can’t  save  104,000  children,” 
she  says,  “but  I  can  save  five.” 
And  in  Romania,  in  Houston  and 
j  across  the  country,  that’s 

— ^  what  really  counts.  Hearst 
TION  kM  newspapers  -  where  a 
commitment  to  inform  can 
ultimately  make  a  difference. 
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After  years  in  the 
newspaper  business. 


3  days  in  the  middle 
of  the  Nevada  desert 


sounds  pretty  good. 


AMERICA  WEST  NEWSPAPER  OPERATIONS 
&  TECHNOLOGY  TRADE  SHOW 

October  23-25, 1996  in  Reno 

Where  else  will  $50  get  you  three  days  of  management 
seminars,  workshops  and  a  trade  show  with  the  latest 
technology  to  help  you  survive?  America  West  is  a  version 
of  the  America  East  conference  that  newspaper  people 
from  large  and  small  papers  have  been  attending  for  30 
years.  So  mark  your  calendars  and  watch  your  mail. 
Registration  materials  will  be  arriving  soon. 

A 

W 

America  ^est  Headquarters 

1225  8th  Street,  #260  •  Sacramento,  CA  •  95814 


Vendor  booth  requests  should  be  directed  to  Diane  Donohue  at  916.449.3684. 


Photo,  Richard  Benjamin,  Providence  Journal-Bulletin. 


Isn’t  it  time  you 
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got  aww  fran  it  all? 


England  newspapers  offers  great  getaways  every  change  offers  exceptional  opportunities.  Retail  ads 
ason  of  the  year.  Invite  your  best  prospects  to  pur-  running  in  these  newspapers  deliver  an  audience 
chase  goods  and  services  in  a  maricet  where  seasonal  bent  on  the  big  business  of  rela.xation  and  recreation. 
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Hey  Lisa,  THE  PRESIDENT  wants  to  discuss  your  future. 


When  President  Clinton  wanted  to  speak  to 
the  American  people,  he  knew  just  where  to  turn.  The  same  place 
that  Presidents  Ford,  Carter,  Reagan,  and  Bush  turned. 
Important  people.  With  important  things  to  say.  You’ll  find  them 
every  Sunday  in  Parade.  81  million  readers  already  do. 

America’s  Sunday  Best. 


CALENDAR 


JULY 

21-24  Newspaper  Association  of  America  Mariicting 
Conference,  Hilton  and  Towers,  Chicago 

AUGUST 

8-11  Mid-Atlantic  Newspaper  Advertising  and  Marketing 
Executives  Summer  Meeting,  Radisson  Hotel, 
Asheville,  N.C. 

10-13  Association  for  Education  in  Journalism  and  Mass 
Communication  Conference,  Hilton  Hotel, 

Anaheim,  Calif. 

14-17  Asian  American  Journalists  Association,  Radisson, 

St.  Paul,  Minn. 

21-25  National  Association  of  Black  Journalists,  Stouffer 
Hotel,  Nashville,Tenn. 

SEPTEMBER 

5-7  Maryland-Delaware-D.C.  Press  Association  Annual 

Summer  Convention,  Harbourtowne  Golf  Resort  & 
Conference  Center,  St.  Michaels,  Md. 

5- 8  National  Lesbian  &  Gay  Jounalists  Association, 

Hyatt  Regency’,  Miami 

6- 11  Surburban  Newspapers  of  America  Fall  Publishers 

Conference,  Marc  Hopkins  Inter-Continental, 

San  Francisco 

12-14  Washington  Newspaper  Publishers  Association 

Annual  Convention  and  Board  Meeting,  Cavanaugh’s 
at  Yakima  Center,  Washington 

12- 14  Annual  Mid-America  Newspaper  Conference,  Holiday 

Inn  —  Lake  of  the  Ozarks,  Lake  Ozark,  Mo. 

25-28  International  Newspaper  Marketing  Association 
Europe  Conference, The  Antwerp  Hilton,  Belgium 

OCTOBER 

1-4  National  Conference  of  Editorial  Writers  Annual 

Convention,  Hyatt  Regency,  Baltimore,  Md. 

5- 9  Inter  American  Press  Association  52nd  General 

Assembly,  Ritz-Carlton  Huntington  Hotel, 

Pasadena,  Calif. 

6- 8  Ohio  Circulation  Managers  Association  Fall 

Conference,  Crowne  Plaza,  Cincinnati,  Ohio 

17- 20  Society  of  Environmental  Journalists  Conference, 

Washington  University,  St.  Louis 

18- 19  Annual  Newspaper  Association  Conference  on 

Technology,  Seattle  Marriott  Hotel,  Seatde, 

Wash.  Hosted  by  Washington  Newspaper 
Publishers  Association 

NOVEMBER 

13- 15  Audit  Bureau  of  Circulations  Annual  Conference, 

Roy’al  York  Hotel,Toronto,  Canada 
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ABOUT  AWARDS 


SMALT  BUSINESS  ALiMINISTLtAnON  AWARDS. 

James  T.  Madore,  a  reporter  for  the  Buffalo  (N.Y.)  News,  was 
recently  named  the  1996  National  Media  Advocate  of  the  Year 
by  the  U.S.  Small  Business  Administration. 

Madore  met  President  Clinton  and  received  the  award  dur¬ 
ing  ceremonies  that  were  held  last  month.  Madore  was  select¬ 
ed  from  a  field  of  more  than  50  people  who  competed  in  a 
national  competition  that  is  held  annually  in  conjunction 
with  Small  Business  Week. 

DAMT AWARDS.  The  Daily  Oklahoman  has  won  the  third 
amiual  Dart  Award  for  its  coverage  of  the  events  surrounding 
the  bombing  of  the  Alfred  E  Murrah  Federal  Building  in 
Oklahoma  City. 

The  award  is  administered  by  the  Victims  and  the  Media 
Program  at  Michigan  State  University’s  School  of  Journalism 
and  is  funded  by  the  Dart  Foundation  of  Mason,  Mich.  It  is 
given  each  year  to  honor  excellence  in  covering  victims  of 
violence. 

SPJ  ANNUAL  AWARDS.  The  Society  of  Professional 
Journalists  recently  announced  the  winners  of  its  1995  out¬ 
standing  journalism  awards. 

The  SPJ  awards  have  been  presented  every  year  since 
1932  in  recognition  of  superior  woik  in  newspaper,  mag¬ 
azine,  newsletter,  television  and  radio  reporting  and  public 
service. 

The  categories  and  newspaper  winners  follow: 

Newspapers/Wire  Services  Deadline  Reporting:  the  Daily 
Oklahoman  reporting  staff;  Newspapers/Wire  Services  Non- 
Deadline  Reporting:  Deborah  Blum,  Sacramento  Bee; 
Newspapers/Wire  Services  Investigative  Reporting:  Kim 
Christensen,  Susan  Kelleher,  Michelle  Nicolosi,  David  Parrish, 
Ernie  Slone,  Orange  County  Register,  Newspapers/Wire 
Services  Feature  Writing:  Steven  Almond,  3/taw/  (Fla.)  New 
Times;  Newspapers/Wire  Services  Editorial  Writing:  Carolyn 
Lumsden,  Hartford  Courant. 

Newspapers/Wire  Services  Washington  Correspondence: 
Sharon  Schmickle,  Mike  Kaszuba,  Minneapolis  Star  Tribune; 
Newspapers/Wire  Services  Foreign  Correspondence:  David 
Rohde  Christian  Science  Monitor,  Newspapers/Wire  Services 
Public  Service  in  Journalism  Circulation  Greater  than 
100,000:  Staff  of  the  Wall  Street  Journal. 

Newspapers/Wire  Services  Public  Service  in  Journalism 
Circulation  Less  than  100,000:  Bryan  CoiJiss,  Doima  Kemp, 
Becky  Kramer,  Walla  Walla  (Wash.)  Union-Bulletin;  Magazine 
Reporting:  Richard  E.  Meyer,  Los  Angeles  Times;  Public  Service 
in  Magazine  Journalism:  Darcy  Frey,  New  York  Times  maga¬ 
zine;  Photography:  Daily  Oklahoman  staff;  Editorial 
Cartoons:  Michael  Ramirez,  Memphis,Tenn.,  Commercial 
Appeal. 

BREAKTHROUGH  AWARD.  UPI  White  House  bureau 
chief  Helen  Thomas  was  presented  with  the  Breakthrough 
Award  from  Women  Men  and  Media  during  a  luncheon  at  the 
National  Press  Club  in  Washington. 

Thomas  was  cited  for  her  journalistic  leadership  and  for 
her  persistence  in  pressuring  the  National  Press  Club  to 
allow  women  to  become  members  —  a  policy  that  was 
changed  only  25  years  ago. 
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A  white  police  officer  had  shot  and  killed  an  unarmed  black  segregated  neighborhoods  to  inequities  in  the  public  schools. 


youth  as  he  surrendered  on  an  assault  charge.  While  the  officer 
claimed  his  gun  went  off  accidental^,  some  people,  especially 


The  series  didn't  solve  Lexington’s  racial  divisions, 
but  it  gave  a  voice  to  people  who  had  not  been  heard  and 


black  residents,  didn’t  believe  him.  A  racial  disturbance  erupt-  brought  facts  and  perspective  to  an  emotional  debate.  And  the 

ed,  and  15  people  were  injured.  But  while  much  of  the  city  community  is  moving  forward.  Several  orgcuiizations  are  con- 


was  in  shock,  one  news  source  began  looking  for  answers. 


ducting  a  “visioning"  process  to  chart  a  future  that  includes 


TTLex'ncton  T 

Herald-Leader 


turned  to  the  all  people.  And  the  school  board  has  hired  an  “equity  monitor” 


people  who  live  in  its  community  and  published  “Voices,”  a  to  make  sure  all  students  get  the  same  opportunities. 


month-long  series  of  front-page  columns  by  Lexingtonians 
about  racial  attitudes  and  how  to  improve  them. 

And  a  21-part  series  called  “Distant  Neighbors”  delved 
deep  into  the  barriers  that  separate  black  and  white  —  from 


The  Lexington  Herald- Leader  is  one  of  31  Knight- 
Ridder  newspapers.  All  create  journalism  that  digs  deeper  — 
written  and  photographed  by  people  who  m 
push  hard.  The  proof  is  in  the  results.  KNIGHT-RIDDER 


Though  it  found  vridespread'segregation. 
the  Tx'xington  Herald-Ijcatler  also  found 
hope  in  a  iev%'  integrated  neighborhoods 
and  ehuixhes  like  this  one  in  Nortbsidc. 


Productivity 
on  the  rise 

PRODUCnVITY  IN  THE  newspaf>er 
industry  jumped  7.5%  in  1995, 
according  to  a  study  by  Robert  G. 

Picard,  communications  professor  at 
California  State  University  and  editor  of 
the  Newspaper  Stocks  Report. 

Measuring  productivity  as  turnover 
per  worker,  each  newspaper  employee 
last  year  was  responsible  for  producing 
$93,000,  up  from  $87,000  in  1994. 

Adjusted  for  inflation,  productivity 
rose  3  9%  in  1995  and  has  risen  6% 
since  the  low  point  of  1993. 

The  boom  years  of  the  mid-1980s,  the 
recession  of  the  early  1990s  and  the 
slow  recovery  in  the  mid-1990s  has 
resulted  in  an  overall  decrease  in  pro¬ 
ductivity  of  15%  since  1985,  the  study 
said. 

“Improvements  in  total  newspaper 
revenues  since  the  early  1990s  have  not 
significantly  helped  productivity  rise,” 
Picard  said. 

Times  Mirror 
sells  educational 
publisher 

IN  A  MOVE  intended  to  strengthen 
the  market  position  of  its  legal  pub¬ 
lisher,  Matthew  Bender  &  Co., Times 
Mirror  Co.  has  agreed  to  sell  its  higher- 
education  group  to  the  McGraw-Hill 
Cos.  in  exchange  for  its  legal-citation 
service,  Shepard’s/McGraw-Hill. 

The  deal  will  make  McGraw-Hill  the 
world’s  largest  educational  publisher. 
Times  Mirror’s  higher-education  divi¬ 
sion  is  the  fourth-largest  U.S.  college 
publisher. 

Times  Mirror  said  it  will  contribute 
Shepard’s  to  a  newly  formed  50/50 
partnership  with  Reed  Elsevier  as  a  first 
step  in  the  development  of  a  broader 
strategic  alliance  between  Matthew 
Bender  and  Lexis-Nexis,  the  Reed 
Elsevier  subsidiary  which  is  the  world’s 
largest  provider  of  full-text  online  infor¬ 
mation  services  in  the  areas  of  legal, 
news,  business  and  government. 

In  the  fourth  quarter  of  1995, 
Matthew  Bender  began  implementing  a 
plan  to  turn  around  a  three-year  period 
of  declining  revenues  and  increasingly 
steep  operating  profit  declines,Times 


Mirror’s  atmual  report  said.  The  division 
boosted  its  sales  force  30%,  made  its 
content  available  online,  introduced  CD- 
ROM  products  and  developed  new 
products. 

Washington  Post, 
TCI  trade 
cable  systems 

The  WASHINGTON  POST  Co.  and 
Tele-Communications  Inc.  have 
agreed  to  trade  certain  cable  television 
systems. 

Under  terms  of  the  transaction, 
expected  to  close  by  the  end  of  this 
year,  Post-Newsweek  Cable,  a  Post  Co. 
subsidiary,  will  acquire  a  cable  opera¬ 
tion  serving  about  53,000  customers  in 
Springfield,  Mo.TCI,  the  nation’s  largest 
cable  provider,  will  get  a  system  with 
48,000  subscribers  in  Santa  Rosa,  Calif. 

Daniels  &  Associates  were  advisers  in 
the  deal. 

“This  trade  furthers  our  strategy  to 
increase  holdings  of  cable  systems  in 
nonurban  markets,”  said  Alan  G.  Spoon, 
president  of  the  Post  Co.,  which  pub¬ 
lishes  the  Washington  Post  and 
Newsweek  magazine. 

This  is  the  fifth  Post-Newsweek  cable 
acquisition  or  trade  announced  in  the 
last  year.  Collectively,  these  transactions 
will  bring  the  company,  which  currently 
serves  562,000  cable  users  in  16  states, 
with  110,000  additional  subscribers. 

Media  Studies 
Center  studies 
media  mergers 

Freedom  forum  s  media  studies 

Center  has  devoted  the  spring/sum¬ 
mer  edition  of  its  Media  Studies 
Journal  to  the  recent  rash  of  mega 
media  mergers. 

Edited  by  the  center’s  executive 
director  and  longtime  newspaper  con¬ 
sultant  and  former  Gannett  Co.  execu¬ 
tive  Nancy  J.Woodhull,  the  compilation 
features  pieces  by  some  well-known 
names  in  the  media  business,  including 
Gene  Roberts  of  the  New  York  Times, 
Playboy  Enterprises  CEO  Christie 
Hefner  and  investment  banker  Steven 
Rattner. 


“As  conglomerates  grow,  journalists 
find  themselves  bundled  up  with  enter¬ 
tainment  divisions,”  the  preface  states. 
“Reporters  need  to  be  wary  of  chal¬ 
lenges  to  their  news  values  that  can 
come  from  either  corporate  leadership 
that  doesn’t  understand  the  need  for 
newsroom  autonomy  or  that  confuses 
reporting  and  show  business.” 

Phoenix  group 
buys  LA  View 

PHOENIX-BASED  NEW  Times  Inc.  has 
expanded  its  alternative  newspaper 
group  by  purchasing  LA  View  in  Los 
Angeles. 

The  acquisition  gives  the  company 
six  papers  in  Phoenix,  Dallas,  Houston, 
Denver,  Miami  and  San  Francisco,  where 
it  recently  bought  SF  Weekly. 

New  Times  owners  Mike  Lacey  and 
Jim  Larkin  did  not  return  phone  calls 
but  the  Los  Angeles  sale  was  confirmed 
by  other  sources,  including  Alex 
Demyanenko  and  Danny  Feingold,  exec¬ 
utive  editor  and  managing  editor, 
respectively,  of  View,  who  said  they 
were  fired  with  three  weeks  notice, 
along  with  music  editor  Bob  Remstein, 
and  replaced  with  a  new  team. 

The  sale  also  was  reported  in  the  LA 
Reader,  one  of  LA  View's  competitors, 
and  the  San  Francisco  Bay  Guardian, 
both  alternative  weeklies.  The  reported 
price  for  View  was  $1.5  million.The 
paper  has  a  free  circulation  of  75,000. 

A  third  alternative  tabloid,  LA  Weekly, 
is  owned  by  Stem  Publishing  Co.,  which 
also  owns  the  Village  Voice. 

Speaking  of  the  New  Times  opera¬ 
tion,  Feingold  commented:  “This  is  cor¬ 
porate  journalism,  not  alternative  jour¬ 
nalism.  The  shame  of  this  is  that  it  leaves 
Los  Angeles  with  only  one  independent 
[alternative]  paper,  the  Reader. 

“There  were  rumors  that  New  Times 
also  was  seeking  to  buy  the  Reader,  but 
its  managing  editor,  Erik  Himmelsbach, 
said  he  had  heard  nothing  about  it.” 

—  M,L.  Stein 

New  officers 

WILLIAM  W.  “BILLY”  Fleming,  pub¬ 
lisher  of  the  Early  County  News, 
in  Blakely,  was  elected  president  of  the 
Georgia  Press  Association  at  the  group’s 
annual  convention. 
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Also  elected  were  Jim  Wooten,  editori¬ 
al  page  editor  for  the  Atlanta  Journal, 
who  will  serve  as  vice  president;  and 
Marianne  C.Thomasson,  vice  president 
and  general  manager  of  the  Neuman 
Times-Herald,  who  will  be  treasurer. 

Two  papers  drop 
Sunday  editions 

Two  ILUNOIS  DAIUES  owned  by 
Hollinger  International  —  the 
Harrisburg  Daily  Register  and  the 
Eldorado  Daily  Journal  —  have 
dropped  their  Sunday  editions. 

George  Q.  Wilson,  publisher  of  both 
papers,  said  the  move  was  designed  to 
continue  a  concentration  on  community 
news  in  the  papers’  weekdays  without 
placing  a  “hardship”  on  employees. 

“We  want  to  take  care  of  our  employ¬ 
ees  and  also  want  to  continue  to  pro¬ 
vide  news  of  Saline  County  and  the 
communities  that  it  is  made  up  of.  The 
move  to  six  days  a  week  will  enable  us 
to  do  both  of  these  things,”  >XTlson  said 
in  a  note  to  readers  in  both  papers. 

The  Harrisburg  paper  has  a  sworn  cir¬ 
culation  of  5,643,  while  the  Eldorado 
paper  has  a  sworn  circulation  of  1,254. 
Both  are  evening  papers. 


The  station,  renamed  WBIS-t-,  signals  a 
mix  of  business,  sports  and  entertain¬ 
ment  programming  to  more  than  6 
million  homes  in  metropolitan  New 
York. 

Company 

contribution 

INDEPENDENT  NEWSPAPERS  INC., 
based  in  Dover,  Del.,  announced  that 
it  will  again  match  half  of  the  first  $500 
that  employees  contribute  to  the  com¬ 
pany  401(k)  plan  in  the  year  beginning 
July  1, 1996. 

Press  council 
adds  members 

The  GUELPH  TRIBUNE  and 

Woolwich  Observer  of  Elmira  have 
joined  the  Ontario  Press  Council, 
increasing  membership  to  129  newspa¬ 
pers,  including  42  dailies  and  87  com¬ 
munity,  or  specialty,  newspapers. 

The  Tribune  is  a  twice-weekly  news¬ 
paper  with  a  circulation  of  33,800  and 
the  Woolwich  Observer  is  a  7,500-circu- 
laton  weekly. 


Providence 
Journal  Co. 
in  TV  pact 

PROVIDENCE  JOURNAL  CO.,  which 
went  public  last  month,  has  entered 
into  its  fourth  television  LMA,  or  local 
marketing  agreement. 

Under  the  new  deal,  the  company’s 
KREM  in  Spokane,  Wash.,  a  CBS  affiliate, 
will  program,  sell  advertising  on  and 
provide  management  services  for 
KSKN. 

Journal  Co.  has  similar  agreements  in 
Seattle,  Honolulu  and  Tucson,  Ariz. 

Dow  Jones,  ITT 
complete  TV  deal 

A  PARTNERSHIP  OF  WaU  Street 
Journal  parent  Dow  Jones  &  Co. 
Inc.  and  the  ITT  Corp.  has  completed  its 
purchase  of  WNYC-TV  from  the  city  of 
New  York  for  $207  million. 


Seattle  Times 

celebrates 

centennial 

The  SEATTLE  TIMES  is  celebrating 
100  years  of  continuous  family  own¬ 
ership  in  1996  with  a  yearlong  promo¬ 
tional  and  educational  campaign. 

Each  Sunday,  the  newspaper  will  fea¬ 
ture  a  fuU  page  devoted  to  local  history 
as  reported  in  the  Times  over  the  past 
100  years.The  centennial  pages  also  will 
be  used  in  the  Times'  newspapers  in 
education  program. 

The  Times  is  controlled  by  the 
Blethen  Corp.,  whose  family  sharehold¬ 
ers  represent  the  fourth  generation  of 
continuous  family  ownership*  since  the 
newspapjer  was  founded  by  Col.  Alden 
Blethen  in  1896. 

High-profile  files 

Anew  poll  of  newspaper  editors 
around  the  country  says  that  the 
release  of  FBI  files  to  the  White  House 


I  will  be  an  issue  in  this  year’s  presiden- 
j  tial  campaign. 

:  According  to  1 15  editors  polled  in 

I  late  June,  75%  said  that  the  FBI  acted 
I  irresponsibly'  in  turning  over  the  files 
i  to  the  White  House.  Some  45%  believe 
I  the  files  were  requested  with  the 
j  approval  of  top  White  House  officials, 
i  and  85%  said  they  are  imeasy  with 
I  Clinton’s  explanation  of  a  “bureaucratic 
i  snafu.” 

j  The  poll  was  conducted  by  Emerson, 
i  N.J.-based  Technometrica  Institute  of 
:  Policy  and  Politics. 

I  Society  Media 
I  changes  name 

SOCIETY  MEDIA  HNANCE,  a  division 
of  the  Cleveland-based  bank  holding 
I  company  KeyCorp,  now  operates  under 
I  the  name  Key  Media  &  Telecommuni- 
i  cations  Finance. 

i  Kathleen  M.  Mayher  continues  to 
i  head  the  unit. 

I  Key,  the  second-largest  radio  lender 
I  in  the  country,  also  provides  financing 
j  for  the  newspapor  industry  and  other 
I  communications  fields. 

I  Kaiser  fellows 
I  are  selected 

SEX  HEALTH  REPORTERS  have  been 
selected  by  the  Kaiser  Family 
I  Foundation  to  become  1996  Kaiser 
i  Media  fellow's. 

I  They  are:  Lisa  Aliferis,  producer,  KPIX- 
i  TV,  San  Francisco;  Susan  FitzGerald, 
j  medical  writer,  the  Philadelphia 
i  Inquirer,  Samuel  Orozco,  news/satellite 
I  director.  Radio  Bilingue;  Eugene 
i  Richards,  photojoumalist  and  author, 

I  Joseph  P  Shapiro,  senior  editor,  US. 

I  News  &  World  Report,  and  Maik  Taylor, 
i  health  rep)orter,  the  Post-Tribune,  Gary, 

I  Ind. 

I  Pulitzer  purchase 
\finalized 

PUUTZER  PUBUSHING  CO.  has  com¬ 
pleted  its  $214  million  purchase  of 
i  Scripps  League  Newspapjers,  which 
1  publishes  16  dailies  in  smaller  cities,  pri- 
i  marily  in  the  West  and  Midwest,  as  well 
i  as  nondailies. 
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I 

The  Oldest  Publishers  i 

and  Advertisers  Newspaper  in  America  i 

Wth  which  have  been  merged:  The  Journalist,  established  March 
22, 1884,  Newspaperdom,  March  1892;  The  Fourth  Estate,  March  1, 

1894;  Editor  8  Publisher,  June  29, 1901 ;  Advertising,  June  22, 1925. 

James  Wright  Brown,  Chairman  of  the  Board,  1912  - 1959 

President, 

Editor  Emeritus  Robert  U.  Brown  [ext.  i  15] 
Co-Publisher, 

Advertising/Research  D.  Colin  Phillips  iext.  ii7] 

Co-Publisher, 

Circulation/Production  Christopher  Phillips  [e3ct.ii6i 


Executive  Editor  John  P  Consoli  [ext.  22s] 
Senior  Editor  George  Gameau  iext.  22)1 


OFTEN  WONDER  whether  we  do  not  rest  our  hopes  too  much 
I  upon  constitutions,  upon  laws  and  upon  courts.These  are  false 

J^hopes;  believe  me,  these  are  false  hopes.  Liberty  lies  in  the  hearts 
of  men  and  women;  when  it  dies  there,  no  constitution,  no  law,  no  court 
can  even  do  much  to  help  it.  While  it  lies  there  it  needs  no  constitution, 
no  law,  no  court  to  save  it.  And  what  is  this  liberty  which  must  lie  in  the 
hearts  of  men  and  women?  It  is  not  the  ruthless,  the  unbridled  will;  it  is 
not  freedom  to  do  as  one  likes.That  is  the  denial  of  liberty,  and  leads 
straight  to  its  overthrow.  A  society  in  which  men  recognize  no  check 
upon  their  freedom  soon  becomes  a  society  where  freedom  is  the  pos¬ 
session  of  only  a  savage  few;  as  we  have  learned  to  our  sorrow. 

“What  then  is  the  spirit  of  liberty?  I  cannot  define  it;  I  can  only  tell 
you  my  own  fifith.  The  spirit  of  liberty  is  the  spirit  which  is  not  too  sure 
that  it  is  right;  the  spirit  of  liberty  is  the  spirit  which  seeks  to  under¬ 
stand  the  minds  of  other  men  and  women;  the  spirit  of  liberty  is  the 
spirit  which  weighs  their  interests  alongside  its  own  without  bias;  the 
spirit  of  liberty  remembers  that  not  even  a  sparrow  fells  to  earth 
unheeded;  the  spirit  of  liberty  is  the  spirit  of  Him  who,  nearly  two  thou¬ 
sand  years  ago,  taught  mankind  that  lesson  it  has  never  learned,  but  has 
never  quite  forgotten,  that  there  may  be  a  kingdom  where  the  last  shall 
be  heard  and  considered  side  by  side  with  the  greatest.” 

—  An  excerpt  from  “The  Spirit  of  Liberty”  a  speech  given  by  Judge 
Learned  Hand  during  the  Second  World  War  and  quoted  ty  Richard 
N.  Winfield,  a  partner  in  the  law  firm,  Rogers  &  Wells,  in  last  week’s 
issue  ofE&P,  page  40. 
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LETTERS  TO  THE  EDITOR 


In  defense 
of  editorial 
cartoonists 


The  newspapers  for  which  I  woiit 
are  small  weeklies,  and  mid-size  dailies. 
They  cannot  afford  to  have  a  full-time 
cartoonist  on  their  staffs.  However,  each 
of  these  newspapers  recognizes  the 
importance  of  having  a  voice  in  their 
community’s  affairs. 

A  few  of  the  newspapers  allow 
me  to  comment  on  whatever  local 
subject  I  see  fit.  With  the  others,  I  dis¬ 
cuss  with  the  editors  which  ideas 
would  make  the  best  cartoons.  In 

either  case,  my  client 
newspapers  have  the 
opportunity  to  local¬ 
ize  their  editorial 
pages,  and  I  have  the 
opportunity  to  have 
an  impact  on  a  com¬ 
munity  with  my 
work. 

This  is  the  farm  sys¬ 
tem  aspect  of  cartoon¬ 
ing.  I,  like  that  dinner 
theater  performer,  or 
minor  league  baseball 
player,  labor  in  what 
often  seems  like  total 
anonymity,  yet  each 
exposure  of  my  work 
brings  with  it  the 
hope,  and  opportunity, 
for  more  exposure  of 
my  work. 

Each  newspaper 
that  I  appear  in  was 
built  upon  the  news¬ 
papers  that  came 
before  it.  It  is  an  excru¬ 
ciatingly  slow  way  to 
grow  a  business,  but  it 
is  a  business  that  is 
growing  nevertheless. 

In  addition  to  this 
work,  I  also  draw  free¬ 
lance  illustrations  for 
various  clients,  and 
work  a  full-time  job  at 
a  company  that  has 
nothing  to  do  with 

cartooning. 

I  do  not  make  great  gobs  of  money 
at  all  this,  and  I  am  really,  really  tired 
most  of  the  time,  but  1  imagine  that  Ted 
Rail  probably  is  too. 

I  know  that  there  are  many  other 
cartoonists  (several  in  Colorado)  who 
work  the  same  way  I  do.  I  am  not  a 
Pulitzer  Prize  nominee,  but  I  am  work- 


I  have  file  opportunity  to  see  my 
work  in  print.  I  think  this  is  a  reason  to 
be  hopeful,  not  depressed,  or  whiny, 
about  the  state  of  the  profession. 


I  AM  A  self-syndicated,  freelance  car¬ 
toonist  whose  work  currently 
appears  in  several  Colorado  newspa- 
p>ers.lTus  letter  is  in  response  to  your 
May  18, 1996  article  regarding  editorial 
cartoonists  without  a  home’  newspaper. 

I  do  not  believe,  as  Ted  Rail  states  in 
your  article,  that  edito¬ 
rial  cartooning  is  a 
dying  profession.  I  do 
believe  that,  like  so 
many  other  institu¬ 
tions,  including  jour¬ 
nalism,  in  the  late 
twentieth  century,  edi¬ 
torial  cartooning  is 
evolving  to  embrace 
different  ways  of 
working  and  different 
market  and  budgetary 
realities. 

Editorial  cartooning 
seems  to  walk  the  line 
between  journalism 
and  the  performing 
arts,  like  a  performing 
art,  the  opportunities 
to  woik  are  every¬ 
where  and,  like  a  per¬ 
forming  art  (as  well  as 
journalism),  the  oppor¬ 
tunities  to  work  your 
entire  career  in  com¬ 
plete  obscurity  are 
also  there. 

Have  you  been  to  a 
dirmer  theater  lately? 

There  you  most  cer¬ 
tainly  will  find  a  group 
of  people  working 
their  hearts  out  for  the 
chance  to  showcase 
their  talents.  I  date  say 
few  will  make  it  to 
Entertainment  • 

Tonight,  yet,  that  in  no  way  diminishes 
their  talent,  or  the  effort  they  put  forth 
to  display  it. 

Have  you  been  to  a  minor  league 
baseball  game  lately?  It  is  the  exact 
same  thing. 

Professional  cartooning  is  not  dissim¬ 
ilar  to  those  two  examples. 

There  is  definitely  a  “firm  system”  for 
cartoonists. 


Alan  Vitiello 

Arvada,  Colo. 


Feeling  a  little 
uncomfortable? 

Right-wing  fanatics  like  l. 

Brent  Bozell  III  and  his  Media 
Research  Center  attempt  to  demonize 
newspapers  with  their  convoluted 
charges  of  liberal  bias  for  two  main 
reasons. 

They  can’t  stand  our  adherence  to 
the  principles  of  the  First  Amendment 
freedom  of  speech,  freedom  of  the 
press  and,  absolutely,  freedom  of  reli¬ 
gion. 

And  they  hate  the  blessed  tradition 
that  calls  upon  newspapers  to  comfort 
the  afflicted  and  afflict  the  comfort¬ 
able. 

Thank  God  that  we  make  people 
like  BozeU  feel  uncomfortable. 


Newspaperdom’ 


50  YEARS  AGO. .  .The 
International  Typographical 
Union  submitted  proposals  to 
publishers  in  Washington, 

D.C.,  for  a  75%  increase  in 
wages  —  from  $1 12  to 
$135  50  per  week,  depending 
on  the  shift.  Current  scales  are 
from  $64  to  $74.  Under  the 
proposals,  hours  would  be 
reduced.  ITU  previously  had 
demanded  an  increase  of 
1009'6  fiom  Gannett  newspa¬ 
pers  in  Rochester,  N.Y 


David  C.  Lange 
Lange  is  an  editor  of  the  Chagrin 
Valley  Times/Solon  Times  in  Chagrin 
Falls,  Ohio 


The  U.S.  program  for  inter¬ 
national  freedom  of  the  press, 
tentatively  drafted  by  the  State 
Department  for  presentation 
to  UNESCO  in  Paris  in 
November,  calls  for:  1 .  Broad 
freedom  of  information  agree¬ 
ments  among  the  nations;  2. 
Free  and  equal  access  to  news 
at  its  source  in  all  countries;  3. 
Elimination  of  censorship;  4. 
Increased  low-cost  communi- 
catiotts  facilities;  5.  Steps  for 
periodic  consultation  among 
mass  media  representatives. 


Worldwide 


Newspaper  Manageme: 
-j _ Consulting  F/nn-- 


N.Y.  (nQ37»-27g7 
FL  (813)786^ 


From  Editor  &  Pubusher 
July  20,  1946 


^  Market  Appraisals 
^  Restructurings 
>■  Circulation  Development 

►  Evaluations  &  Research 
>■  Executive  Search 

^  Newspaper  Design 
>■  Staff  Training 
>■  Conversions 

►  Market  Development  &  Promotion 

►  Brokering  /  Negotiations _ 

2355  Petshino  Blvd..  Suite  301 .  Baldwin.  NY  11510 


July  20, 19S)6  ■  Editor  &  Pubusher 


E&p 


EVERY  SATURDAY  SINCE  1884 


Scarcity  Of 
Choice  Seats 


I^THEY  were  attending  a 
hicago  Bulls  game  rather 
lan  the  Democratic  National 
onvention,  print  journalists 
'ould  be  paying  $75  face 
due  —  and  perhaps  several 
yndred  more  from  a  scalper 
—  for  their  best  assigned 
seats  at  the  United  Center. 

As  it  is,  the  seats  are  free  — 
but  like  a  smart  scalper,  the 
Democrats  are  severely 
restricting  the  number  of 
good  seats  available. 

In  fact,  print  reporters  will 
be  getting  just  half  of  the  coveted  seats  with  coun¬ 
tertops  that  were  available  in  past  conventions, 
some  250  print  journalists  from  more  than  80  news 
organizations  learned  during  a  recent  media  inspec¬ 
tion  tour  of  press  arrangements  for  the  convention 
Aug.  26-29  in  Chicago’s  United  Center. 

Print  journalists  lace  the  same  restricted  counter- 
top  space  at  the  Republican  National  Convention 
being  held  two  weeks  earlier  in  San  Diego,  said 


Thayer  V.  Illsley,  superintend¬ 
ent  of  the  House  Daily  Press 
GaUery,  one  of  the  organiza¬ 
tions  credentialing  journalists. 

“We  face  severe  reductions 
in  both  places  in  [countertop] 
seats,”  Illsley  said  during  the 
walk-through.  “We’ve  always 
had  at  least  1,000  seats,  never 
less  than  1,000.  But  this  time 
around  we  will  have  imder 
500.” 

Nevertheless,  with  regular 
seats  at  higher  levels  of  the 
stadium,  seats  set  aside  in  the 
sports  press  box  and  areas  for  news  organizations 
not  assigned  a  specific  seat  inside  United  Center, 
there  will  be  sufficient  space  for  print  journalists,  Ill¬ 
sley  said. 

“I  think  the  arrangements  here  are  going  to  work 
very  well,”  Illsley  said. 

The  prime  seats  for  the  so-called  “writing  press,” 
as  convention  organizers  call  print  journalists,  will 
flank  both  sides  of  the  podium. 

Democrats  say 
they  will  be  using 
essentially  the 
same  podium 
design  they  used 
at  the  1992  nomi¬ 
nating  convention 
in  NewYoric  City’s 
Madison  Square 
Garden.  There 
were  complaints 
then  that  print 
reporters  were 
close  to  the 
podium  —  but 
5  that  their  access 
to,  and  view  of, 
I  podium  speakers 
^  was  blocked  by  a 
^  high  wall.  That  is 
o  expected  to  be  the 
n  case  again  this 
g  year. 

For  journalists, 
the  main  woridng 
area  will  be  in 
what  is  now  a 
parking  lot.  Several 


Despite  the  fact  that  the  Democratic  Convention  will  he  held  in  the  expansive,  new  United  Center 
(left),  home  of  the  Chicago  Bulls  and  Chicago  Blackhawks,  print  reporters  will  be  getting  just  half  of 
the  coveted  seats  with  countertops  that  were  available  at  the  convention  in  New  York  City's 
Madison  Square  Garden,  a  smaller  facility,  in  1992. 
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Print  reporters  lose 
half  of  prime  seats  at 
Democratic 
Convention,  but  media 
reps  satisified  with 
arrangements 

BY  MARK  FITZGERALD 


giant  nylon  tents  will  be  erected  for  a  “media  pavil¬ 
ion”  that  will  be  air-conditioned  and  carpeted. 

“I  saw  the  tents  in  [an  inspection  in]  Las  Vegas, 
and  they  should  work  very  well,”  Illsley  said. 

Credentialed  journalists  will  be  able  to  ride  the 
shuttles  delegates  will  use  between  downtown 
hotels  and  the  United  Center,  located  on  the  West 
Side  of  the  city.  Newspapers  hoping  to  dump  copies 
of  their  paper  at  the  United  Center  will  be  out  of 
luck,  said  Walt  Podrazik,  director  of  media  logistics. 

“Can  you  come  in  and  just  drop  a  load  of  papers 
at  the  United  Center?  The  answer  is  no.  That  has 
nothing  to  do  with  the  labor  situation.  We’re  trying 
to  limit  the  number  of  stuff  that  is  coming  into  the 
building,”  Podrazik  said. 


BY  MARK  FITZGERALD 


News  Beyond 
The  Convention 


DEMOCRATIC  National  Convention  in 
shaping  up  to  be  the  most  boring  in 

Clinton  is  waltzing  to  renomination 
without  having  faced  a  single  primary  opponent 
and  with  no  platform  fight  to  get  the  blood  rushing. 
Even  the  potential  protesters  —  ranging  from  the 
usual  suspects  nostalgic  for 


Chicago  group 


1968  to  Chicago  cab  drivers 
demanding  a  fare  increase  — 


seeking  to  iure 


appear  unlikely  to  stir  up 
much  excitement,  as  they 


reporters  beyond 


politely  register  for  desig¬ 
nated  demonstration  times  at 


shape  stories  that  go  beyond  the  usual  Chicago 
cliches;  A1  Capone,  the  Bulls  basketball  team,  “Boss” 
Richard  J.  Daley  and  the  bloody  1968  Democratic 
convention. 

hi  a  letter  introducing  the  project  last  spring, 
executive  director  Dennis  A.  Britton  said  journalists 
will  find  “that  Chicago  is  a  microcosm  for  much  of 
urban  America,  and  that  Chicago  is  finding  effective 
solutions  to  many  of  our  urban  dilemmas.” 

Britton,  who  has  .since  become  editor  of  the  Den¬ 
ver  Post,  gave  the  project  a  big  credibility  boost  with 
his  early  participation.  He  remains  executive  direc¬ 
tor. 

Community  News  Project  is  believed  to  be  the 
first  news  information  center  of  its  kind. 

“There  are  all  kinds  of  garden-variety  press  assist¬ 
ance  centers  . . .  but  I’m  not  aware  of  any  taking  this 
kind  of  content-based  approach,”  Miller  said. 

Topics  developed  by  the  project  range  from 
Chicago’s  recent  radical  public  school  reform  to  the 
growth  of  its  African-American  middle  class  to  hous¬ 
ing  strategies  to  its  thriving  arts  community  and  its 
booming  Latino  population. 

There  are  more  than  20  themes  prepared  so  far, 
and  more  are  being  added  as  the  Aug.  26-29  con¬ 
vention  approaches. 

The  project  has  prepared  briefing  papers  on  each 
theme,  listing  sources,  phone  numbers,  background 
reading  and  video  opportunities. 

While  the  project  was  begun  only  in  January',  it  is 
operating  under  the  aegis  of  an  organization  that  has 
been  working  to  get  coverage  of  Chicago  commu¬ 
nity  groups  for  years,  the  Community  Media  Work¬ 
shop. 

Led  by  its  president,  Thom  Clark,  and  operating 
from  offices  at  Columbia  College,  the  CMW  is 
famous  for  training  local  activist  groups  in  getting 
into  the  newspaper  or  on  the  air.  In  the  process,  it 
has  developed  an  extensive  database  on  both  jour- 


namnr>m+in  ^  designated  demonstration  nalists  and  community  groups. 
UUI IIULI d LIL  site  outside  the  convention 

convention  haii  It  promises  to  be  a  stultify- 

.  ingly  dull  conven- 

tion  for  the  15,000 


U.S.  and  foreign  journalists  expected  to 
descend  on  Chicago  —  and  the  Commu¬ 
nity  News  Project  couldn’t  be  happier. 

“From  our  perspective,  yeah,  the 
duller  the  better,”  said  Mark  Miller,  the  for¬ 
mer  Chicago  Sun-Times  Sunday  editor 
who  is  running  day-to-day  operations  of  o 
the  Community  News  Project  (CNP).  < 
For  the  aim  of  the  project  is  to  lure  5 
reporters  out  of  the  United  Center  con-  o 
vention  hall  and  get  them  to  cover  the  ^ 
interesting  stories  that  abound  in  9 
Chicago  and  its  suburbs.  5 

To  that  end,  the  project  has  compiled  % 
a  thick  list  of  story  ideas  —  and  an  even  £ 
thicker  list  of  Chicago  area  sources  ready  £ 


to  cooperate  with  visiting  journalists.  An  aerial  view  of  downtown  Chicago,  where  a  Chicago  group  will  he  seeking 


Above  all,  the  group  wants  to  help  to  lure  reporters  to  do  stories  beyond  the  Democratic  convention  hall. 
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Denver  Post 
executive  editor 
Dennis  Britton  is 
executive  director 
of  the  Chicago ' 
Community  News 
Project.  He  is 
former  editor  of  the 
Chicago  Sun-Times 
and  retained  the 
project's  position 
after  taking  the 
Denver  joh. 


before  the  convention. 

Not  surprisingly,  the  most  frequent 
request  by  early  summer  was  for  infor¬ 
mation  on  the  1968  convention.  It  might 
be  a  cliche,  but  the  project  is  ready  to 
help  on. 

“That’s  a  good  story  and  it  should  be 
covered,”  Miller  said. 

Indeed,  the  project  has  gathered 
sources  on  all  sides  of  that  tumultuous 
gathering.  Among  the  veterans  of  1S>68 
available  in  Chicago:  the  deputy  mayor 
who  negotiated  with  Yippies;  former  Stu¬ 
dents  for  a  Democratic  Society  (SDS) 
leaders  Bill  Ayers  and  Marilyn  Katz; 
underground  newspaper  editor  Abe 
Peck;  John  Linstead,  a  reporter  on  the  old 
Chicago  Daily  News  who  was  roughed 
lip  by  police  while  covering  the  conven¬ 
tion;  and  legendary  reporter  Ed  Rooney, 
who  covered  the  demonstration  from 
behind  police  lines  for  the  Daily  News. 

Community  News  Project  will  be  at 
the  convention  itself.  It  is  co-sponsoring  a 
formal  conference  with  the  U.S.  Confer¬ 
ence  of  Mayors  and  a  nonprofit  housing 
organization  at  a  nearby  high  school.  And  it  will  be 
distributing  a  compendium  of  its  briefing  papers  to 
all  journalists  at  the  convention. 

The  project  is  funded  by  the  John  D.  and  Cather¬ 
ine  T.  MacArthur  Foundation,  the  W<x)ds  Fund  of 
Chicago,  the  Joyce  Foundation  and  U.S.  Robotics. 

For  information  on  Community  News  Project  call 
312/663-3237.  Fax  is  312/663-3227  and  the  project’s 
e-mail  address  is  commnews@mcs.com. 

The  project  also  recently  opened  a  Web  page  at 
http://www.mcs.net/conimnews/dnchome.htm. 
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Media 

Offensive 


:P  STEVE  Stockman  (R-Texas)  recently  accused 
porter  for  the  weekly  Houston  Press  of  forcing 
hi^way  into  the  congressman’s  home  and  physically 
sing  campaign  workers  there. 

But  the  reporter,  Tim  Fleck,  denied  the  charges, 
and  has  produced  a  tape  of  the  incident  that  seems 
to  bear  out  his  version  of  the  events. 

In  fact,  after  listening  to 
Fleck’s  tape,  the  local  dis¬ 
trict  attorney’s  office 
announced  it  would  not 
press  any  charges  against 
him.  Fleck  is  now  suing 
Stockman  for  libel  and 
slander. 

The  incident  in  dispute 


Reporter  sues 
congressman  for 
slander 


occurred  on  June  6.  Fleck  and  a  photographer  from 
the  newspaper  drove  to  Stockman’s  suburban  Hous¬ 
ton  home  —  which  doubles  as  the  congressman’s 
campaign  headquarters  —  in  an  attempt  to  question 
campaign  officials  about  a  political  consulting  firm 
also  operating  out  of  the  house. 

Fleck,  wearing  his  press  badge  on  his  lapel  and 
carrying  a  large  tape  recorder,  knocked  on  the  front 
door  of  the  house  and  was  invited  inside  by  a  Stock- 
man  campaign  volunteer. 

According  to  the  audiotape,  as  Fleck  walked 
through  the  door,  he  verbally  identified  himself  as  a 
reporter  for  the  Press. 

Once  inside.  Fleck  began  asking  questions  of  a 
group  of  Stockman  volunteers  who  had  just  entered 
the  front  part  of  the  house.  As  the  Press  photogra¬ 
pher  attempted  to  follow  Fleck  inside,  one  of  the 
volunteers  quickly  shut  the  door  and  leaned  against 
it,  effectively  trapping  Fleck  in  the  house. 

The  transcript  of  the 
tape  indicates  Fleck  briefly 
attempted  to  question  the 
staffers  about  the  political 
consulting  firm.  They 
refused  to  answer  his  ques¬ 
tions  and  asked  him  to 
leave  the  house.  After  call¬ 
ing  the  staffers  “pathetic,” 

Fleck  left. 

“There  was  no  physical 
contact,  it  was  a  well-mod¬ 
ulated  discussion,”  Fleck 
said.  “The  tape  proved 
there  was  no  yelling,  no  cursing.  In  fact,  I  left  when 
I  was  told  to  leave.” 

The  entire  enounter,  from  the  second  Fleck 
walked  into  the  house  to  when  he  left,  lasted  just 
under  two  minutes. 

When  he  got  back  to  the  Press  office,  he  was  met 
with  a  just-issued  press  release  from  Stockman’s 
Washington  office  that  had  come  in  over  the  fax 
machine. 

Headlined  “Stockman  Stalked  By  Trespassing 
Reporter,”  the  release  said  that  Fleck  “invaded”  and 
“forced  his  way  in”  the  Stockman  residence.  “Steve’s 
wife,  Patti  Stockman,  was  unharmed”  read  the  state¬ 
ment,  implying  that  Mrs.  Stockman  had  been  in 
peril. 

“This  is  outrageous!”  Stockman  was  quoted  as  say¬ 
ing  in  the  release.  “1  have  called  the  Harris  County 
Sheriffs  Department,  the  Capitol  Hill  Police  and  the 
Sergants  at  Arms  office.  I  am  pressing  charges  for 
trespa.ss  and  assault  and  battery.” 

Stockman  flew  back  to  Houston  from  D.C.  to,  in 
the  words  of  his  spokesman,  “address  the  emer¬ 
gency.”  A  complaint  was  filed  with  the  sheriff’s 
office,  which  referred  it  to  the  Harris  County  district 
attorney’s  office. 

Fleck  gave  investigators  his  tape  of  the  encounter 
at  Stockman’s  home.  After  reviewing  it,  the  district 
attorney’s  office  announced  it  would  not  press  any 
charges  against  Fleck  or  the  photographer. 

(See  Offensitre  on  page  60) 


“It  was  all  very 
funny  for  a  while” 
the  reporter  mused. 
“But  then  they  kept 
repeating  the  assault 
and  battery  stuff.  So 
I  started  to  get 
pissed” 
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Public 

Upbraiding 


COLUMNIST  FOR  the  Telegram  &  Gazette,  in 
Worcester,  Mass.,  was  publicly  rebuked  by  her  pub- 
iislter  last  month  after  penning  a  satirical  piece 
^X)ut  the  city’s  promotional  efforts. 

In  her  June  13  front-page  column,  Dianne 
Williamson  poked  fun  at  the  city’s  plans  to  devise  a 
catchy  marketing  slogan  designed  to  burnish  the 
image  of  Worcester. 

Williamson  took  the  official  slogan  —  “Worcester 
—  Right  Place,  Right  Time”  and  offered  a  number  of 
variations.  Some  of  her  suggestions  included: 

♦  Worcester;  The  Bob  Dole 
of  American  Cities 

♦  Worcester:  Unless  You’re  A 
Drug  Dealer  You  Probably 
Won’t  Get  Shot 

♦  Worcester:  Next  Exit 
Her  list  included  about  25 

others,  but  two  of  them  par¬ 
ticularly  incensed  publisher 
Bruce  Bennett. 

“Worcester:  The  place 
Adelle  Garboury  Refused  To 
Leave”  spoofed  the  death  of 
an  elderly  Worcester  woman 
whose  lifeless  body  lay  in  her 
home  for  four  years  before  it 
was  discovered. 

The  bizarre  news  of  Garboury’s  corpse  received 
national  attention.  Jay  Leno  joked  about  it  on  the 
Tonight  Show  and  a  number  of  Worcester  children 
ghoulishly  dressed  up  as  Garboury  for  Halloween. 

The  other  faux-slogan  Bennett  objected  to  was, 
“Worcester;  We’re  Not  Afraid  To  Fornicate  In  City 
Hall”  referring  to  a  semi-public  sexual  encounter 
between  two  men  at  city  hall  that  supposedly  was 
witnessed  by  a  number  of  people. 

Bennett  said  he  found  the  two  items  “tasteless 
and  insensitive  to  the  extreme,”  and  —  despite  zero 
complaints  from  readers  —  he  ran  a  bordered  box 
on  the  next  day’s  front  page  essentially  apologizing 
for  Williamson’s  column. 

It  read: 

“Yesterday  in  this  space,  in  a  colunm  by  Dianne 
Williamson,  the  Telegram  &  Gazette  published 
some  tasteless  suggestions  for  a  Worcester  slogan. 
The  subject  itself  is  fair  game,  but  we  overstepped 
the  bounds  of  common  decency,  which  we  regret.” 

Williamson  was  called  at  home  by  a  Telegram  & 
Gazette  editor  and  forewarned  of  the  apology  She 
immediately  telephoned  her  editor  and  quit  her  job. 

“I  did  not  want  to  quit,”  Williamson  wrote  in  a 
subsequent  column.  “[But]  1  believed  the  box  was 
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Dianne  Williamson’s  column  poking 
fun  at  the  city  of  Worcester's  plans  to 
devise  a  catchy  marketing  slogan 
(right)  provoked  a  column  a  few 
days  later  (top)  by  her  publisher, 

Bruce  Bennett,  which  rebuked  her. 

extreme  and  unwarranted.  I  believed 
my  credibility  had  been  undermined 
by  the  very  folks  who  had  encour¬ 
aged  me  to  establish  a  voice  and 
express  my  opinions. 

“I  felt  both  items  were  fair  game 
within  the  context  of  a  newspaper 
column,”  Williamson  added.  “I  don’t  be¬ 
lieve  my  job  is  to  parrot  Miss  Manners.” 

Over  coffee  the  next  morning,  Ben¬ 
nett  explained  to  Williamson  his  rea¬ 
sons  for  running  the  box.  He  asked 
her  back  to  the  newspaper  and,  after 
mulling  it  over  for  a  few  days,  she 
accepted. 

Bennett  himself  wrote  a  column  a 
few  days  later  to  give  his  side  of  the  incident. 

The  publisher  acknowledged  that  he  shouldn’t 
have  singled  out  Williamson.  However,  he  wrote,  “I 
still  think  the  two  column  items  should  have  been 
cut.  It  would  have  had  no  ill  effect;  we’re  not  talking 
about  the  Pentagon  Papers  here.  But  hanging 
Williamson  in  the  note  was  misguided.” 

The  controversy  spurred  Worcester  Magazine 
columnist  Kenneth  J.  Moynihan  to  criticize  what  he 
said  were  the  Telegram  &  Gazette's  efforts  to  act  as 
a  “mother  hen”  to  the  Worcester  community.  “A 
leader  we  can  always  use,”  Moynihan  wrote.  “A 
nanny  is  a  pain  in  the  brain.” 


t  seemed  as  though  mly  yester¬ 
day  we  were  being  ur^  to 
"Walie  Op  To  Worcester.”  Now 
the  hical  boasters  are  trying  to 
rouse  us  and  outsiders  with  a  new 
and  improved  message;  "Worcester 
— Right  Place.  Right  Time." 

Marketing  and  public  relations 
nacks  always  remind  me  of  that 
ftrany  PBS  series ‘The  Hitchhiker’s 
'  Guide  to  the  Oaiaxy,"  in  which  a 
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BY  DEBRA  GERSH  HERNANDEZ 

Billions  Spent 
On  Secrecy 


OV^NMENT  AGENCIES  ARE  spending  nearly  $6 
billicm  a  year  for  document  classification  and  secu¬ 
rity,  but  less  than  one  percent  of  that  is  spent  on 
dedasification. 

According  to  figures  released  by  Rep.  David 
Ska^  (D-Colo.),  government  agencies  spent  an  esti¬ 
mated  $2,705,938,957  in  fiscal  year  1S>95  and 
$2,741,987,125  in  fiscal  year  1S>96  for  document 
classification  and  related  security,  with  an  additional 
$2,933,901,000  in  1995  to  reimburse  private  con¬ 
tractors  for  document  security  costs  (1996  figures 
are  not  yet  available). 

Skaggs’  office  estimated 
that  about  $15  million  to  $25 
million  is  spent  each  year  on 
declassification. 

Steven  Garfinkel,  director 
of  the  National  Security  Over¬ 
sight  Office  at  the  National 
Archives  and  Records  Admin¬ 
istration,  put  the  declassifica¬ 
tion  figure  in  the  neighbor¬ 
hood  of  $20  million, “maybe  a 
little  bit  more.” 

The  reports  were  coordi¬ 
nated  by  the  Office  of  Man-  j 
agement  and  Budget  and  the  National  Archives  and  | 
Records  Administration.  They  do  not  include  data  j 
from  the  Central  Intelligence  Agency,  which  chose  ; 
to  keep  its  figure  classified,  nor  from  the  Office  of 
National  Drug  Control  Policy,  which  did  not  return 
a  report. 

“They  would  not  permit  us  to  camouflage  their 
figures  by  adding  them  to  another  agency’s  number, 
because  they  wanted  to  keep  their  figures  distinct,” 
Garfinkel  said  of  the  CIA. 

For  example,  he  said,  the  “Department  of  Defense 
figures  include  the  DoD  and  other  elements  of  the 
National  Foreign  Intelligence  [Program]  community. 

It  includes  agencies  like  the  National  Reconnais¬ 
sance  Office,  the  National  Security  Agency  and  other 
parts  of  the  intelligence  community.  The  others  may 
be  classified,  but  when  they  are  [grouped  together] 
under  the  Department  of  Defense,  they  are  unclassi¬ 
fied.  If  you  take  them  out,  they  may  need  to  be  clas¬ 
sified. 

“We  know  the  CIA’s  number,  but  it  is  classified,” 
he  added. 

Garfinkel  guessed  that  the  estimate  for  the  Office 
of  National  Drug  Control  Policy,  the  Drug  Czar’s 
office,  would  be  “relatively  small.  It’s  not  going  to 
have  much  impact  on  the  [total]  number  at  all.” 

Skaggs  has  been  fighting  for  release  of  these  clas¬ 


sification  spending  reports  as  a  means  to  control 
costs.  Recently  approved  language  in  a  Treasury- 
Postal  Service  funding  bill  would  requite  the  same 
tabulations  for  1997. 

“It’s  hard  to  discipline  spending  unless  you  know 
how  much  it  is,"  Skaggs  commented.“When  1  started 
this  effort,  classification  costs  were  buried  in  agency 
budgets  ....  These  reports  are  helping  to  clear  the 
fog  that  has  covered  a  dociunent  classification  sys¬ 
tem  stuck  on  autopilot  —  indiscriminately  stamping 
‘Top  Secret’  on  thousands  of  documents  every  year.” 

Most  of  the  classification  costs  were  attributed  to 
the  Department  of  Defense,  with  the  above-men¬ 
tioned  intelligence  inclusions,  which  was  estimated 
to  have  spent  $2,526,091,000  in  fiscal  year  19S>6  on 
security  classification  costs. 

Other  agencies  estimated  to  have  spent  more 
than  a  million  dollars  for  security  classification  costs 
in  fiscal  year  1996  were:  the  Department  of  Fjiergy, 


What  Government  Spent  In  Fiscal  1996 
To  Keep  Information  Secret* 


Department  of  Defenses 

*2.526,091.000 

Department  of  Enerov 

98.474.000 

Department  of  State 

30.157.000 

Department  of  Justice 

27.756.564 

Department  of  Treasury 

12.377.000 

Department  of  Commerce 

10.187.291 

National  Archives  and  Records  Administration 

9.520.000 

National  Aeronautics  and  Space  Administration 

8.760.500 

Department  of  Transportation 

3.629.000 

Nuclear  Reaulatorv  Commission 

2.756.800 

Department  of  Interior 

2.535.000 

U.S.  Arms  Control  and  Disarmament  Aoencv 

1.963.000 

U.S.  Aoencv  for  International  Development 

1.691.000 

Department  of  Aoriculture 

1.140.200 

U.S.  Information  Aoencv 

1.228.000 

General  Services  Administration 

1.006.000 

Environmental  Protection  Aoencv 

553.000 

Federal  Reserve  Board 

327.000 

Federal  Emeroancv  Manaoement  Aoencv 

281.000 

Department  of  Health  and  Human  Services 

245.600 

Executive  Office  of  the  President  Office  of  Administration 

138.000 

Department  of  Latrar 

105.000 

Export-Import  Bank  of  the  United  States 

86.000 

Federal  Communications  Commission 

53.000 

Department  of  Veterans  Affairs 

8.570 

Marine  Mammal  Commission 

1,000 

*  Does  not  include  data  from  the  Central  Intelligence  Agency,  which  chose  to  keep  the 
information  classified,  nor  from  the  Office  of  National  Drug  Control  Policy,  which  did  not 
return  a  report 


SOURCE;  Based  on  information  coordinated  by  the  Office  of  Management  and  Budget  and  the 
National  Archives  and  Records  Administration 


Government 
agencies 
spending  $6 
billion  a  year  to 
keep  documents 
classified 
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$98,474,000;  the  Department  of  State,  $30,157,000; 
the  Department  of  Justice,  $27,756,564;  the  Depart¬ 
ment  of  the  Treasury,  $12,377,000;  the  Department 
of  Commerce,  $10,187,291;  the  National  Archives 
and  Records  Administration,  $9,520,000;  the  Nat¬ 
ional  Aeronautics  and  Space  Administration, 
$8,760,500;  the  Department  of  Transportation, 
$3,629,000;  the  Nuclear  Regulatory  Commission, 
$2,756,800;  the  Department  of  the  Interior, 
$2,535,000;  the  U.S.  Arms  Control  and  Disarmament 
Agency,  $  1 ,963,000;  the  U.S.  Agency  for  International 
Development,  $1,691,000;  the  Department  of  Agri¬ 
culture,  $1,140,200;  the  U.S.  Information  Agency, 
$1,228,000;  and  the  General 
Services  Administration, 
$1,005,000. 

Reporting  agencies  esti¬ 
mated  to  have  spent  less  than 
a  million  were;  the  Environ¬ 
mental  Protection  Agency, 
$553,000;  the  Federal  Reserve 
Board,  $327,000;  the  Federal 
Emergency  Management 
Agency,  $281,000;  the  Depart¬ 
ment  of  Health  and  Human 
Services,  $245,600;  the  Executive  Office  of  the  Pres¬ 
ident,  Office  of  Administration,  $138,000;  the 
Department  of  Labor,  $105,000;  the  Export-Import 
Bank  of  the  United  States,  $65,000;  the  Federal  Com¬ 
munications  Commission,  $53,000;  the  Department 
of  Veterans  Affairs,  $8,570;  and  the  Marine  Mammal 
Commission,  $1,000. 

Since  this  data  has  only  been  collected  twice,  it  is 
too  early  to  start  plotting  any  trends,  Garfinkel  said. 

“Now,  we’re  trying  to  establish  a  base  line,  but 
even  that  is  going  to  be  an  estimate,"  he  said,  explain¬ 
ing  that  because  classification  is  an  overhead 
expense,  not  a  specific  budget  line  item,  it  is  difficult 
to  extrapolate  the  precise  cost. 

“It’s  really  such  a  new  exercise,  the  noteworthiness 
comes  in  a  year  or  two,  or  maybe  five  years  from 
now,”  he  said.  “The  number  is  supposed  to  go  down. 

“In  the  short  term,  they  will  be  spending  more 
money  on  declassification,  [because  of  an  executive 
order  mandating  declassification  of  certain  docu¬ 
ments],  but  in  the  long  term,  you  want  to  see  that 
figure  go  down,”  he  said. 

“Ideally,  to  get  the  stuff  declassified  more  quickly, 
that  number  needs  to  be  a  little  higher,”  Garfinkel 
added,  pointing  out,  however,  that  there  are  legisla¬ 
tive  and  fiscal  constraints. 

“In  the  past,  [declassification  costs]  would  come 
out  of  some  other  part  of  the  budget,”  he  said.“In  most 
instances,  there  is  no  separate  authority  for  declassi¬ 
fication.  “With  a  couple  of  the  appropriations  being 
authorized  for  the  next  fiscal  year,  there  are  limits  or 
specified  amounts  for  declassification.  That’s  differ¬ 
ent  than  it  has  been  in  the  past,”  he  remarfced. 

Garfinkel  said  he  is  seeing  a  move  toward  sepa¬ 
rating  classification  and  declassification  costs  in 
reporting  agency  budgets. 

“I  think  Congress  is  demanding  greater  account¬ 
ability  of  where  the  money  is  being  sjjent,”  he  said. 
“I  think  that  is  an  appropriate  thing.  If  we  can’t 
identify  where  we  are  spending  the  money,  we 
shouldn’t  be  spending  it.” 
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U.S.  Media  Stock  Values 

(Weekly  Closing  Quotes) 

STOCK  07/17/96 

07/10/96 

07/17/95 

A.H.  Belo  Corp.  (NY) 

35.75 

37.625 

30.00 

American  Media  Inc.  (NY) 

4.625 

4.625 

6.75 

Central  Newspapers  Inc.  (NY) 

35.625 

37.00 

26.875 

Dow  Jones  &  Co.  Inc.  (NY) 

38.25 

41.125 

37.125 

Gannett  Co.  Inc.  (NY) 

65.625 

69.50 

54.75 

Gray  Comm.  Sys.  (NY) 

21.125 

22.375 

17.166 

Harte-Hanks  Comm.  (NY)* 

25.875 

26.375 

16.75 

Hollinger  International  (NY)# 

9.875 

10.875 

10.125 

Knight-Ridder  Inc.  (NY) 

65.50 

71.25 

57.00 

Lee  Enterprises  Inc.  (NY)** 

20.875 

22.625 

19.00 

McClatchy  Newspapers  Inc.  (NY) 

26.375 

27.375 

22.375 

Media  General  Inc.  (AM) 

33.875 

37.00 

32.00 

New  York  Times  Co.  (AM) 

29.125 

31.00 

24.125 

Providence  Journal  (NY)# 

15.00 

15.875 

N/A 

Pulitzer  Publishing  Co.  (NY) 

56.25 

59.25 

42.625 

E.W.  Scripps  Co.  (NY) 

41.75 

45.25 

31.50 

Times  Mirror  Co.  (NY) 

40.875 

42.625 

27.00 

Tribune  Co.  (NY) 

65.25 

71.125 

62.125 

Washington  Post  Co.  (NY) 

304.00 

315.00 

262.00 

#  Adjusted  for  3  tor  2  stock  split  as  of  12/95 

**  Adjusted  for  2  for  1  stock  split  as  of  12/08/95 

#  American  Publishing  merged  with  Hollinger  Inc.  as  of  10/13/95 

#  Initial  Public  Offering  06/24/96 

Editor  &  Publisher 

Foreign  Media  Stock  Values 

(Weekly  Closing  Quotes) 

STOCK 

07/17/96 

07/10/96 

07/17/95 

Hollinger  Inc.  (a) 

10.30 

10.70 

12.00 

News  Corp.  Ltd.  (c) 

22,00 

23.25 

24.625 

Pearson  Ltd.  (b) 

6.19 

6.48 

6.06 

Quebecor  Inc.  Class  A  (a) 

20.70 

21.35 

20.125 

Reuters  Holdings,  ADR  (c) 

66.50 

71.625 

52.00 

Southam  Inc.  (a) 

16.00 

16.60 

14.75 

Thomson  Corp.  (a) 

22.20 

22.25 

18.875 

Toronto  Sun  Publishing  Corp.  (a] 

16.30 

16.30 

10.875 

Torstar  Corp.  (a) 

24.50 

26.20 

22.25 

(a)  Quotes  are  in  Canadian  dollars 

(b)  Quotes  are  in  British  pounds 

(c)  Quotes  are  in  U.S.  dollars 

Prepared  for  E&P  by  Schroder  Wertheim  &  Co.  Inc. 

“These  reports  are 
helping  to  clear  the 
fog  that  has  covered 
a  document 
classification 
system  stuck  on 
autopilot ...” 
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BY  ALLAN  WOLPER 


They  Want  Publicity, 
Not  News  Coverage 


I 


ARCIA  ClARK  AND  Christopher  Darden  were 
anonymous  Los  Angeles  deputy  district  attorneys 
before  tfie  O.J.  Simpson  trial  became  a  must  watch 
television  soap  opera. 

But  a(  the  courtroom  drama  played  in  American 
living  looms,  Darden  and  Clark  jumped  to  the  A-List 
of  higbfiroiile  public  officials. 

And  after  Simpson  was  acquitted  last  Oct.  3  of 
murdering  his  ex-wife,  Nicole  Brown  Simpson,  and 
her  friend,  Ronald  Goldman,  the  prosecutors  mar¬ 
keted  their  publicly  financed  celebrity  status. 

They  each  took  unpaid,  one  year,  leaves  of 
absence  from  the  Los  Angeles 
District  Attorney’s  office,  and 
signed  with  the  William  Nor¬ 
ris  Talent  and  Literary  Agency 
to  write  books  and  launch 
careers  on  the  lucrative  lec¬ 
ture  circuit. 

Darden’s  book.  In  Con¬ 
tempt,  which  earned  him  a 
reported  $1  million  advance, 
was  published  earlier  this 
year  by  Regan  Books,  a  divi¬ 
sion  of  Harper  Collins. 

Claik  received  an  estimated 
$4.2  million  advance  for  her 
thus  far  untitled 
book,  which  is 
scheduled  to  be 
released  early  next 
year  by  Viking-Pen¬ 
guin. 

The  lectures, 
which  earn  them 
$20,000  to  $50,000,  have  provoked  sev¬ 
eral  First  Amendment  face-offs,  especially 
at  taxpayer-funded  universities  and  col¬ 
leges. 

The  debate  has  centered  around  the 
William  Morris  Agency’s  efforts  to  con¬ 
trol  press  coverage  of  Darden  and  Clark. 

Reporters  are  invited  to  what  are 
called  “press  availabilities”  prior  to  their 
speeches,  but  usually  are  told  when  they 
get  there  that  the  prosecutors  will  read  a 
statement  and  won’t  take  any  questions. 

Darden  made  himself  more  accessible 


Wolper,  a  professor  of  journalism 
at  the  Newark  campus  of  Rutgers 
University,  covers  campus  journalism 
for  E&P. 


to  reporters  earlier  this  year  as  his  book  began  cir¬ 
culating  to  newspaper  book  reviewers.  Clark,  how¬ 
ever,  has  continued  to  keep  the  media  at  bay. 

Both  have  refused  to  allow  journalists  to  video¬ 
tape  or  record  their  formal  talks,  forcing  print 
reporters  to  rely  solely  on  handwritten  notes. 

David  Lyons,  a  Miami  Herald  staff  writer  who 
covered  Darden’s  first  college  speech  last  Oct.  29  at 
the  University  of  Miami  Law  School,  described  the 
event  in  a  front-page  article  as  “a  carefully  inaugural 
public  appearance.” 

Lyons  was  philosophical  about  it,  although  he 
chafed  at  the  restrictions. 

“Journalists  don’t  like  to  be  told  how  to  do  their 
job,”  he  said  in  an  interview.  “I  would  have  liked  to 
be  able  to  use  my  tape  recorder  instead  of  sitting 
there  like  a  scribiner.” 

The  manacling  of  the  media  at  first  was  attributed 
to  publishers  who  were  concerned  about  scooping 
their  own  books,  and  later  to  fears  that  journalists 
would  record  the  speeches  and  possibly  sell  them. 

Clark  threatened  to  cancel  her  address  at  the  Uni¬ 
versity  of  Florida  when  the  local  television  and  radio 
stations  demanded  the  right  to  videotape  her  pre¬ 
sentation. 

She  relented  only  after  reporters  agreed  to  stop 
(See  Publicity  on  page  59) 


O.J.  Simpson  prosecutor  Marcia  Clark  (left),  who  was  paid  $22,500  to  give  a 
speech  at  the  University  of  Florida,  refused  to  start  until  the  local  television 
and  radio  news  crews,  which  included  college  stations,  turned  off  their 
cameras  and  microphones. 

According  to  an  employee  of  the  William  Morris  Agency,  prosecutor 
Christopher  Darden  (right)  requested  that  there  he  no  media  Q  &  A  or  one-on- 
one  interviews  permitted  following  his  speech. 


Public  relations 
handler  of  O.J. 
Simpson  trial 
prosecutors 
Marcia  Clark  and 
Christopher 
Darden  wants  to 
control  media 
access  to  its 
clients 
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DAVID  SPRAGUE/REUTERS 


NEWSPEOPlAi  IN  THE  NE'WS  (OMriiMi)  hy  ian  i<:.  .\ni)i:hson 


LOU  ZIEGLER,  executive  editor  at  the 
Derrick  in  Oil  City,  Pa.,  has  been  named 
managing  editor  at  the  Advertiser  in 
Lafayette,  La. 

JEANNINE  OVELLETTE-HOWTTZ,  a 

contributor  to  national  magazines  such 
as  Parents  and  On  the  Issues,  has  been 
appointed  editor  at  Minnesota  Parent. 

RON  PARIS,  executive  editor  at  the 
Daily  Courier  in  Forest  City,  has  been 
elected  president  of  the  North  Carolina 
Press  Association. 

He  will  also  serve  as  president  of 
North  Carolina  Press  Services,  the  busi¬ 
ness  and  marketing  subsidiary  of  the 
association. 

Paris  succeeds  FRED  CRISP,  associ¬ 
ate  publisher  of  the  News  &  Observer  in 
Raleigh,  who  remains  on  the  board  of 
directors  for  a  one-year  term  as  immedi¬ 
ate  past  president. 

JERRY  CLAYTON,  publisher  of  the 
Courier-Times  in  Roxboro,  was  elected 
vice  president. 

BOB  BEALL,  library  director  of  the 
News  &  Record  in  Greensboro,  was 
elected  president  of  the  Associated 
Dailies. 

RIP  WOODEN,  COO  of  Community 
Media  Companies  of  Greenville,  was 
elected  president  of  the  North  Carolina 
Association  of  Community  Newspapers. 

ROBERT  W.  COOK,  director  of  the 
University  Media  Center  at  the 
University  of  Texas  at  Arlington,  has 
been  appointed  the  first  permanent 
director  of  the  New  Media  Center  of 
Southern  Illinois  University’s  Carbondale 
campus. 


DR.  DEAN  KRUGMAN,  professor  of 
advertising  at  the  University  of  Georgia, 
has  been  named  the  advertising  and 
pubUc  relations  department  head  at  the 
Henry  W  Grady  College  of  Journalism 
and  Mass  Communication. 

DR.  LEONARD  REID,  professor  of 
advertising  at  the  University  of  Georgia, 
was  appointed  to  the  newly  created 
position  of  associate  dean  for  research 
and  graduate  studies  at  the  Henry  W. 
Gtady  College. 

TIMOTHY J.  RYAN,  pubUc  affairs  offi¬ 
cer  at  the  Canadian  Consulate  General 
in  Chicago,  has  been  named  executive 
director  of  the  International  Press 
Center  —  Chicago. 

BEVERLY  JACKSON,  43,  FRANK  O. 
KING,  54,  and  JOSEPH  RICHTER, 

49,  all  three  serving  as  operating  vice 
presidents  at  Ottaway  Newspapers  Inc., 
Campnell  Hall,  N.Y.,  have  been  promot¬ 
ed  to  senior  vice  presidents. 

The  three  will  join  the  ONI  execu¬ 
tive  committee  to  make  planning  and 
operating  decisions  for  the  newspaper 
group. 

MARY  LOU  BROWN,  a  social  studies 
teacher  and  interim  director  of  public 
relations  for  a  parochial  high  school  in 
Rochester,  N.Y.,  has  been  appointed 
publisher  of  NIE  Information  Service,  a 
monthly  subscriber  newsletter  of 
RCAnderson  Associates  Inc.,  a  newspa¬ 
per  circulation  consulting  and  educa¬ 
tion  company  based  in  Pittsford,  N.Y 

JEL  BAKER,  former  promotion  direc¬ 
tor  for  Community  Newspaper  Co., 


Needham,  Mass.,  is  now  president  of 
R.O.P  Newspaper  Mariceting  Services,  a 
new  newspaper  consulting  firm. 

JOHN  C.  HERSCHFIELD,  president 
and  CEO  for  both  the  Champaign,  Ill., 
News-Gazette  and  Professional 
Impressions  Media  Group  (PIM-G), 
which  operates  the  News-Gazette,  has 
assumed  a  new  role  to  reflect  a  new 
focus  on  long-term  strategic  planning 
for  the  companies. 

He  will  continue  to  be  president  and 
CEO  for  the  parent  company  and 
become  assistant  publisher  at  the  News- 
Gazette. 

JOHN  FOREMAN,  editor  in  chief  at 
the  News-Gazette,  was  named  editor 
and  general  manager.  He  will  handle  the 
day-to-day  management  of  the  newspa¬ 
per. 

JOHN  BECK,  managing  editor,  was 
appointed  executive  editor  and  will  be 
responsible  for  the  newsroom. 

RON  WILCOX,  vice  president  of 
marketing,  becomes  executive  vice 
president  for  PlM-G  and  assistant  gener¬ 
al  manager  for  the  newspaper. 

FREDERICK  T.  (FRITZ)  JACOBI,  42, 

president  and  publisher  of  the 
Sringfield  (Mo.)  News-Leader,  has  been 
named  president  and  publisher  of  the 
Fort  Myers,  Fla.,  News-Press.  Both  news¬ 
papers  are  part  of  Gannett  Co.  Inc.’s 
newspaper  division. 

DANNY  A.  MARTIN,  54,  president 
and  publisher  in  Fort  Myers,  was 
appointed  president  and  publisher  in 
Springfield. 

KENNETH  L  BURENGA,  52,  presi¬ 
dent  and  COO  of  Dow  Jones  &  Co., 
New  York,  will  take  on  additional 
responsibilities  as  CEO  of  Dow  Jones 
Telerate,  one  of  the  company’s  two 
largest  business  units,  as  part  of  a 
realignment  of  executive  responsibili¬ 
ties. 

CARL  M.  VALENTI,  57,  the  Dow 

Jones  senior  vice  president  wht)  had 
served  as  CEO,  will  take  on  company¬ 
wide  responsibilities  for  technology, 
affiliates,  acquisitions  and  other  areas. 

JONATHAN  GOLD,  an  account  execu¬ 
tive  at  Landon  Associates  Inc.,  has  been 
appointed  an  account  executive  in  the 
Atlanta  office  of  Newhouse  News¬ 
papers. 
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BY  DOROTHY  GIOBBE 


Bertha 
Blows  Over 


ER THA  KICKED  AND  sputtered  her  way  up  the 
eastern  seaboard  last  week,  but  aside  from  delayed 
dclTTcry  in  isolated  areas  and  on  offshore  islands, 
snewspapers  for  the  most  past  took  the  storm  in 
stride 

M  ^  worse  Nor’easters  than  this,”  said 

loseph  Brown,  metro-state  circulation  manager  at 
the  Norfolk  Virginian-Pilot. 

While  overall  delivery  efforts  went  well.  Brown 
said  the  newspaper  had  “some  difficulty”  on  Friday 
and  Saturday  (July  12  and  13)  getting  newspapers  to 
residents  on  Ocroke  Island,  off  the  mainland.  About 
235  copies  go  to  the  island 
every  day  via  ferry,  but  dan¬ 
gerous  conditions  and  an  area 
evacuation  thwarted  delivery 
efforts  until  Sunday. 

Likewise,  at  the  Wilming¬ 
ton,  N.C.,  Morning  Star,  deliv¬ 
ery  to  beach  areas  was 
impaired  because  of  downed 
power  lines  and  trees,  said 
John  Lynch,  publisher.  As  the 
debris  was  cleared,  normal 
deUvery  resumed,  he  said. 

The  storm  hit  Wilmington 
on  Friday,  and,  despite  losing  power  for  about  nine 
hours,  the  Morning  Star  staff  managed  to  publish  an 
eight-page  newspaper  for  Saturday,  Lynch  said.  A 
normal-sized  Saturday  Morning  Star  runs  about  50 
pages,  he  said. 

The  Kinston,  N.C.,  Free  Press  also  lost  power  on 
Friday,  but  it  had  no  effect,  as  the  newspaper  isn’t 
published  on  Saturday,  said  Tom  Porter,  publisher. 

Kinston  suffered  downed  trees  and  winds  of  50 
to  60  m.p.h.,  with  gusts  up  to  80  m.p.h.,  but  there 
was  no  damage  to  the  Free  Press  building  or  deliv¬ 
ery  vehicles. 

Even  though  some  people  didn’t  get  their  news¬ 
papers,  residents  of  Washington,  N.C.,  didn’t  make  a 
fuss,  said  Daily  News  publisher  Ashley  Futrell  Jr. 

Newspaper  carriers  did  “surprisingly  well,”  Futrell 
said,  and  were  able,  for  the  most  part,  to  deliver  the 
News’  hill  circulation.  “  Fm  sure  some  people  didn’t  get 
the  paper,  but  we  didn’t  get  any  complaints,”  he  said. 

In  Washington,  a  single  death  was  attributed  to 
Bertha,  after  a  resident  tried  to  start  a  backup  gener¬ 
ator  while  standing  in  water. 

Some  newspapers  made  a  preemptive  effort  in 
anticipation  of  the  storm.  On  Thursday  night,  about 
2,500  extra  copies  of  Friday’s  edition  of  the  Myrtle 
Beach,  S.C.,  Sun  News  were  taken  to  an  emergency 
shelter  in  town,  said  Mike  Pate,  publisher.  Delivery  of 


Hurricane 
hinders,  but  does 
not  damage, 
newspaper 
operations 
in  its  path 


about  15,000  copies  of  Friday’s  newspaper  was 
completed  on  Thursday  night  to  racks  and  other  sin¬ 
gle-copy  outlets. 

On  Friday,  the  storm’s  track  was  “too  erratic,”  Pate 
said,  so  home  delivery  —  about  30,000  newspapers 
—  was  scrapped.  A  normal  schedule  resumed  by 
Friday  night,  and  the  next  day,  both  Friday  and  Sat¬ 
urday  editions  were  delivered  to  homes. 

The  most  storm  activity  seemingly  took  place  c*ar- 
lier  in  the  week  on  the  Caribbean  islands. 

Monday  afternoon  on  St.  Thomas,  the  eye  of  the 
storm  passed  over,  and  “all  hell  broke  loose”  said  Ron 
Dillman,  general  manager  and  CEO  of  the  Virgin 
Island  Daily  News.  “There  was  steel  flying  through 
the  air,  and  so  we  made  a  decision  not  to  publish” 
for  Tuesday,  Dillman  said.  “There  was  no  way  I  was 
going  to  bring  out  reporters  and  other  employees.” 

Dillman  said  the  staff  put  together  a  52-page 
“Superpaper”  on  Wednesday  that  included  Monday 
and  Tuesday’s  news  along  with  full  coverage  of  the 
storm.  “We  survived  it  pretty  well,”  he  said.  “I  really 
thought  we  gave  people  a  terrific  perspective  on 
what  really  happened  and  I  was  proud  of  it.” 


Price  To 
Baltimore? 

Debbie  price, the  former  executive  editor  of 
the  Fort  Worth  Star-Telegram,  may  be  heading 
to  Baltimore. 

“We  haven’t  worked  out  anything  with  her,  but 
we  are  talking  seriously,”  said  John  Carroll,  senior 
vice  president  and  editor  of  the  Sun. 

“We  do  think  very  highly  of  her  as  a  journalist  and 
we’re  talking  to  her  about  a  job  here.” 

Price’s  possible  move  to  Baltimore  follows  weeks 
of  debate  over  the  circumstances  of  her  departure 
from  the  Star-Telegram.  Company  officials  offered 
no  official  explanation  and  newsroom  staffers  were 
kept  in  the  dark  about  Price’s  abrupt  departure  in 
mid-June  (£'<S’i?June  29,  p.  14). 

Opposing  versions  of  the  circumstances  leading 
to  her  exit  soon  emerged.  Price’s  lawyer,  Darrell 
Keith,  said  that  Price  was  fired  after  challenging 
“unethical  practices”  at  the  Star-Telegram. 

However,  management  sources  claimed  that  after 
Price  returned  from  vacation,  she  was  informed  that 
she  would  be  demoted.  She  subsequently  left  the 
newsroom,  not  to  return.  —  Dorothy  Giobbe 
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ADVERTISING/PROMOTION 


BY  LAURA  REINA 

Fidelity  Invests 
In  CWO&O 


Boston-based 
tmitual  funds 
company  enters 
‘pa  rt  tier  ship  ’ 
with  newspaper 
rep  firm 


FIDELITY  INVF^TMENTS,  A  Boston- 
based  mutual  funds  company,  has  made 
an  “equity  investment”  in  national  news¬ 
paper  representative  firm  Cresmer, 
Woodward,  O’Mara  &  Ormsbee 
(CWO&O). 

Both  parties  described  the  agreement  as  a  part¬ 
nership  rather  than  an  acquisition  but  would  not 
reveal  specific  financial  terms.  The  agreement  is 
scheduled  to  begin  during  the  first  week  of  August. 

The  deal  follows  rumors  that  surfeced  a  few 
months  back  that  CWO&O  and  another  newspa¬ 
per  rep  firm.  Sawyer 
Ferguson  Walker,  were  dis¬ 
cussing  a  merger.  At  the 
time,  some  SFW  executives 
gave  credence  to  those 
rumors,  but  CWO&O  presi¬ 
dent  Michael  Veitch  had 
vehemently  denied  them. 

The  partnership  comes  at 
a  time  when  the  financial  sta¬ 
bility  of  CWO&O  was  being 
questioned.  Veitch  said  he  hopes  the  agreement 
with  Fidelity  will  change  the  way  CWO&O  is  per¬ 
ceived. 

“Once  and  for  all,  [we’ve]  taken  the  ‘perception 
of  stability’  issue  off  the  table,”  he  said.  “We’ve  now 
demonstrated  we’re  here  for  the  long  run.” 

Under  the  agreement  with  Fidelity,  Veitch,  the 
controlling  shareholder  of  CWO&O,  will  leave  his 
post  as  president  of  the  rep  firm,  and  will  become 
president  of  the  Community  Newspaper  Company 
(CNQ,  the  newspaper  operating  division  of  Fidelity 
Invesunents,  effective  July  29- 

Veitch  will  relocate  to  Needham,  Mass.,  where 
CNC  is  headquartered. 

An  active  search  for  a  new  CWO&O  president  is 
underway,  and  candidates  inside  and  outside  of  the 
firm  are  being  considered,  said  Veitch. 

Veitch  will  continue  to  own  the  controlling 
interest  in  CWO&O. 

“My  investment  remains  in  CWO&O,”  said  Veitch. 
“I’m  going  to  be  very  interested  in  how  this  busi¬ 
ness  moves  forward.” 

Executive  vice  presidents  Doug  Olsson  (sales). 
Bill  Lyke  (marketing)  and  Bernadette  Soens  (CFO), 
will  continue  in  their  current  roles  with  CWO&O. 

Veitch  said  he  is  looking  forward  to  his  affiliation 
with  a  company  that  has  the  financial  resources 
that  will  enable  CWO&O  to  implement  its  new 
media  plans,  such  as  electronic  delivery  of  ads. 


“Since  Bernadette  Soens  and  I  acquired  the  com¬ 
pany  in  December  of  1994,  CWO&O  has  made  sig¬ 
nificant  changes  in  the  way  it  does  business,”  said 
Veitch. 

“The  next  logical  step  is  to  align  ourselves  with 
a  company  that  can  assist  us  in  expanding  our  role 
in  servicing  the  needs  of  our  newspapers.  Our  new 
pattner  has  confidence  in  our  vision,  our  team,  and 
in  the  future  of  the  newspaper  industry.” 

Veitch  feels  CWO&O’s  newspaper  clients,  which 
include  37  U.S.  and  17  Canadian  papers,  can  see 
the  value  in  being  associated  with  Fidelity. 

“From  an  ethical  point  of  view,  [Fidelity]  is  top 
drawer,”  he  said.  “I  think  our  newspapers  are  happy 
to  see  us  associated  with  a  company  that  enjoys  a 
reputation  of  excellence.” 

CWO&O  is  headquartered  in  New  York,  and 
operates  sales  offices  in  eight  U.S.  cities.  Among  the 
firm’s  client  newspapers  are  the  Dallas  Morning 
News,  Chicago  Sun-Times,  Orange  County 
Register,  Los  Angeles  Daily  News,  and  the  Southam 
Newspapers  in  Canada. 

Bill  Elfers,  chairman  of 
CNC,  said  Fidelity  invested 
in  CWO&O  for  financial 
and  strategic  reasons.  Up 
until  now,  CNC,  which 
publishes  119  newspaper 
titles  —  mostly  weeklies 
and  shoppers  —  with  an 
aggregate  circulation  of 
over  1  million,  has  only 
focused  on  the  eastern 
Massachusetts  area. 

He  is  hoping  that 
CWO&O’s  knowledge 
of  the  national  maricet- 
place  will  help  CNC  take 
advantage  of  opportuni¬ 
ties  beyond  New 
England. 

“They  [CWO&O]  are 
associated  with  a  group  of 
independent  publishers 
that  are  at  the  cutting 
edge  of  their  industry,” 

Elfers  said. 

“Our  involvement  will 
allow  the  management  of 
CWO&O  to  compete  even 
more  effectively  in  their 
field.” 


"Since  Bernadette  Soens  and  I 
acquired  the  company  in 
December  of  1994,  CWO&O  has 
made  significant  changes  in  the 
way  it  does  business.  The  next 
logical  step  is  to  align  ourselves 
with  a  company  that  can  assist  us 
in  expanding  our  role  in  servicing 
the  needs  of  our  newspapers." 

—  Michael  Veitch,  CWO&O 
president  who  will  become 
president  of  Community 
Newspaper  Company 
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ADVERTISING/PROMOTiON  , 


BY  LAURA  REINA 
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Big  Newspaper 
Ad  Buy 


MultiniiUiomiire 
heatJ  of  heart 
}iron/i  lakes  on 
Merck  with 
$550, (HK)  worth 
of  ads 


WHEN  MULTIMILUONAIREAND 
president  of  the  Omaha,  Neb.- 
based  National  Heart  Savers 
Association,  Phil  Sokolof,  want¬ 
ed  to  express  his  disgust 
toward  pharmaceutical  giant  Merck  &  Co.,  he 
chose  to  reveal  his  feelings  with  a  rather  substan¬ 
tial  newspaper  advertising  buy. 

Sokolof  spent  $550,000  to  place  full-page  ads  in 
40  newspapers  nationwide,  which  read, “The  Coining 
of  America.”  His  message  alleged  that  Merck  is  over¬ 
charging  consumers  for  cholesterol-reducing,  and 
often  life-saving  drugs, 
Mevacor  and  Zocor. 

The  ad  alleged  that 
although  three  major  studies 
showed  these  drugs  (which 
are  known  as  statins)  can  be 
effective  in  extending  the 
lifespan  of  millions  of  peo¬ 
ple,  Merck  (and  Bristol-Myers 
Squibb,  which  makes 
Pravachol)  “have  priced  these 
drugs  so  high  that  they  are  inaccessible  to  count¬ 
less  Americans  who  could  live  longer,  healthier 
lives  if  they  could  afford  them.” 

“It  costs  $15  to  $40  a  week  to  take  the  dosage 
in  the  studies  cited  . . .  much  too  expensive  for  the 
average  consumer.” 

Running  newspaper  ads  nationally  makes  a  dif¬ 
ference,  claimed  Sokolof,  and  they’ve  proven  to  be 
effective  for  his  organization. 

According  to  reports,  pharmaceutical  experts 
said  that  the  prices  cited  in  Sokolof  s  ads  were 
incorrect,  and  his  claims  were  false.  Regardless, 
after  the  ads  ran,  Merck  stock  fell  $1,  reflectmg  the 
impact  of  these  ads. 

“People  have  a  lot  of  power.  When  you  make 
them  aware  of  an  issue,  they  do  react,”  commented 
Sokolof. 

Sokolof,  whose  organization  has  crusaded  against 
companies  that  serve  the  public  beart-stopping, 
artery-cloning  ftxxls,  said  that  when  he  wants  to 
communicate  with  the  public,  he  chooses  newspa¬ 
per  ads  because  they’re  “powerful  and  strong  ” 

His  organization’s  first  full-page  ad  campaign  a 
few  years  ago  condemned  cracker,  cookie,  and 
cereal  companies  for  using  coconut  and  palm  oils 
in  their  products.  Though  these  oils  are  hard  on  the 
heart,  they  prolong  the  lifespan  of  packaged  foods, 
which  made  them  a  popular  choice  for  these  com¬ 
panies. 


Sokolof  feels  these  ads,  which  made  the  public 
aware  of  these  oils,  helped  to  force  companies  to 
decrease  significantly,  or  cease  the  use  of  them 
completely,  in  their  products. 

Sokolof  has  used  newspaper  ads  ever  since. 

Another  upshot  of  newspaper  advertising  is  it 
usually  generates  Associated  Press  and  TV  stories, 
added  Sokolof 

Julia  Zeek,  public  service  director  for  the 
National  Heart  Savers  Association,  explained  that 
her  orgazination  often  gets  charitable  rates  from 
newspapers,  or  runs  ads  on  days  like  Monday, 
sometimes  on  a  stand  by  basis.  (The  Mevacor/ 
Zocor  ad  ran  on  a  Monday.) 

Two  newspapers  rejected  the  ad.  One,  a  small 
paper  in  the  South,  which  said  the  ad  didn’t  meet 
the  paper’s  standards  or  specifications,  said  Zeek. 

Among  the  40  papers  that  did  run  the  ad  were 
the  Neu'  York  Times,  New  York  Post,  Washington 
Times,  Washington  Post,  Chicago  Tribune,  Denver 
Post,  USA  Today,  Wall  Street  Journal,  Los  Angeles 
Times,  and  the  Omaha  World-Herald,  said  Zeek. 


$1.7  Million 
Libel  Suit  Upheld 

A  CALIFORNIA  APPEAL  court  has  upheld  a  $1.7 
million  libel  judgment  against  the  supermarket 
tabloid  Globe. 

A  lower  court  jury  verdict  favored  plaintiff  Khalid 
Khawar,  who  was  alleged  in  a  book  to  have  been  a 
member  of  the  Iranian  secret  police  hired  to  assas¬ 
sinate  Sen.  Robert  Kennedy.  The  Globe  merely 
reported  on  the  content  of  the  book  and  did  not 
mention  Khawar  by  name. 

However,  the  newspaper  ran  a  picture  of  Khawar 
that  accompanied  the  story.  He  charged  that  the 
photo  made  him  identifiable. 

The  jury  agreed  with  the  Globe  that  its  story  was 
accurate  but  still  decided  that  Khawar  was  defamed. 

The  California  Newspaper  Publishers  Association 
supported  the  Globe  in  an  amicus  brief  arguing  that 
the  media  have  a  constitutional  right  to  accurately 
report  the  allegations  made  by  a  reputable  author  in 
published  material. 

The  Globe  was  expected  to  appeal  the  decision 
to  the  state  Supreme  Court  if  a  rehearing  before  the 
appellate  court  is  denied. 
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Hemingway 
award  winners 

The  first  annual  Emest 

Hemingway  Writing  Awards  were 
presented  in  Kansas  City  recently  by 
the  author’s  son,  Patrick. 

The  awards  are  part  of  a  nationwide 
contest  for  high  school  journalists, 
sponsored  by  the  Kansas  City  Star, 
Emest  Hemingway’s  alma  mater.  The 
awards  bestow  $2,500  in  college  schol¬ 
arship  money  to  four  winners. 

After  graduating  high  school, 
Hemingway  joined  the  Star  in  October 
1917  as  a  police  and  hospital  reporter. 
He  credited  the  newspaper  with  help¬ 
ing  to  develop  his  distinctive  writing 
style. 

The  four  winners  and  their  respective 
categories  follow: 

Amber  Hunt  of  Bettendorf,  Iowa,  for 
commentary;  Ryan  Brooks  of  Raleigh, 
N.C.,  for  news;  Scott  Palmer  of  Austin, 


Texas,  for  sports;  Elaine  Tran  of  Houston, 
for  features. 

Tlie  winning  entries  are  av-ailable  on 
the  Star  Internet  site  at  www.kansasci- 
ty.com. 

Morris  acquires 

publishing 

company 

Morris  communications  core 

has  acquired  Flashes  Publishers 
Inc.,  a  printing,  publishing  and  delivery 
company  headquartered  in  Allegan, 
Mich.The  purchase  price  was  not 
announced. 

Flashes  publishes  Flashes  Shopping 
with  a  distribution  of  155,000 
in  seven  zones  of  southwestern 
Michigan.  Also,  the  company  owns  a 
delivery  company  and  performs  com- 
merical  printing. 


Dirks,  Van  Essen  &  Associates,  a  Santa 
Fe-based  ne\\'spaper  merger-and-acquisi- 
tion  firm,  represented  the  owners  of 
Flashes  Publishers. 

Calif,  daily 
buys  site  for 
new  facility 

The  VENTURA  (CAUF.)  County  Star 
announced  the  purchase  of  12  acres 
of  industrial  land  in  the  nearby  town  of 
Camarillo  as  the  site  for  a  $23  million 
production  facility. 

The  85,000-square-foot  building  will 
house  a  new  printing  press  able  to  pro¬ 
duce  70,000  copies  of  the  newspaper, 
compared  with  current  capacity  of 
40,000  per  hour. 

Construction  is  scheduled  to  begin  in 
August  and  the  plant  is  expected  to  be 
operating  in  September  1997,  according 


to  publisher  John  Wilcox. 

The  new  press  building  is  the  start  of 
a  two-phase  expansion,  which  will 
include  construction  of  a  60,000-square- 
foot  office  building  next  to  the  produc¬ 
tion  facility.  It  will  house  the  administra¬ 
tive,  advertising  and  editorial  depart¬ 
ments,  which  are  currently  in  the  city  of 
Ventura. 

Woo  formally 
steps  down 

WILLIAM  F.WOO  retired  as  editor 
in  chief  of  the  St.  Louis  Post- 
Dispatch,  effecxive  }\jiy  15.  A  successor 
has  not  been  named. 

Woo  has  been  editor  in  chief  for  10 
years.  His  resignation  was  not  unexpect¬ 
ed,  as  earlier  this  year  an  executive  at 
Pulitzer  Publishing  told  employees  that 
the  newspaper’s  top  editor  would  be 
replaced  (£6?^, April  6,  p.  19). 


In  mid-August,  Woo  and  his  femily 
plan  to  move  to  California,  where  he 
will  be  the  Lokey  Visiting  Professor  of 
Journalism  at  Stanford  University.  Woo’s 
wife,  Post-Dispatch  reporter  and  colum¬ 
nist  Martha  Shirk,  will  take  a  leave  of 
absence  from  the  newspaper. 

A  “nationwide  search”  is  underway  to 
replace  Woo,  according  to  an  aimounce- 
ment  from  the  Pulitzer  Co. 

Harrisburg 
dailies  to  merge 

The  evening  news,  in  Harrisburg, 
Pa.,  will  merge  with  its  morning  sis¬ 
ter  newspaper,  the  Patriot,  next  spring, 
according  to  Raymond  L.  Cover,  publish¬ 
er  of  the  Patriot-News  Co. 

The  combined,  morning  newspaper 
will  be  named  the  Patriot-News.  It  wUl 
include  features  from  both  the  Evening 
News  and  the  Patriot,  along  with 


expanded  coverage  of  central 
Permsylvania  communities. 

Circulation  of  the  Patriot-News  is 
expected  to  be  approximately  the  same 
as  the  current  combined  circulation  of 
the  daily  morning  and  evening  newspa¬ 
pers,  according  to  a  representative  from 
the  company. 

There  are  no  platmed  layoffs  due  to 
the  consolidation. 

Arlington 
name  change 

The  fort  worth  Star-Telegram 
changed  the  name  of  its  newspaper 
in  nearby  Arlington  to  the  Arlington 
Star-Telegram. 

Also,  the  newspaper  is  launching 
Arlington  Online,  an  online  information 
and  entertainment  service  for  area  resi- 
dents.The  address  is  http://www.ailing- 
ton.net/. 
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Prom  the  publishers  of  Parade  comes  react, 
the  interactive  magazine  that  relates  to, 
responds  to,  and  involves  teenagers. 
That’s  why  everything  in  it  gets  a  reaction. 

To  include  react  in  your  newspaper,  contact 
Fred  Johnson  at  papers@react.com  or  2i2-450-7'121 . 
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BY  DEBRA  GERSH  HERNANDEZ 

Journalism  Groups 
Join  ‘Hit  Man’  Case 


There  is  no  difference  in  the  level  of 
protection  awarded  to  the  speech  con¬ 
tained  in  a  novel  that  explains  in  graph¬ 
ic  detail  how  a  serial  killer  mutilates  his 
victims  than  there  is  in  a  “handbook” 
that  outlines  how  to  kill  someone,  a  group  of 
media  companies  and  associations  maintain. 

In  an  amici  curiae  brief  filed  in  the  “Hit  Man” 
case,  Vivian  Rice,  et  al.  vs.  Paladin  Enterprises 
Inc.,  et «/.,  the  media  associates  argued  that  allow¬ 
ing  the  case  to  continue  “will  disturb  decades  of 
First  Amendment  jurisprudence  and  jeopardize  free 
speech  from  the  periphery 
to  the  core.” 

Signing  onto  the  friends-of- 
the-court  brief  were  the 
American  Booksellers 
Foundation  for  Free 
Expression;  the  Association  of 
American  Publishers;  the  E.W. 
Scripps  Co.;  the  Freedom 
Forum  First  Amendment 
Center  at  Vanderbilt 
University;  the  Freedom  to  Read  Foundation; 
Media/Professional  Insurance;  the  Magazine 
Publishers  of  America  Inc.;  the  National  Association 
of  Broadcasters;  the  Newspaper  Association  of 
America;  the  Reporters  Committee  for  Freedom  of 
the  Press;  the  Society  of  Professional  Journalists; 
and  the  Thomas  Jefferson  Center  for  the  Protection 
of  Free  Expression. 

The  case  surrounds  a  lawsuit  filed  by  the  rela¬ 
tives  and  estates  of  three  people  killed  in 
Montgomery  County,  Md.,  in  1993,  by  James  Perry, 
who  was  convicted  in  the  homicides  for  hire. 

In  1S>92,  Perry,  a  two-time  ex-convict,  purchased 
through  the  mail  two  books  published  by  Paladin 
Enterprises:  Hit  Man:  A  Technical  Manual  for  Inde¬ 
pendent  Contractors  and  How  to  Make  Disposable 
Silencers  (Vol.  11):  A  Complete  Illustrated  Guide. 

The  plaintiffs  are  suing  the  publisher  of  the 
guidebooks  for  aiding  and  abetting,  civil  conspira¬ 
cy,  negligence  and  strict  liability.  The  publisher. 
Paladin,  is  seeking  summary  judgment. 

“Justice  was  done  when  a  jury  held  James  Perry 
accountable  for  his  actions,”  the  media  brief  assert¬ 
ed.  “To  hold  the  printed  word  jointly  responsible 
for  a  criminal  act  is  a  step  that  no  court  in  this 
country  has  ever  taken,  and  for  good  reason.” 

The  media  brief  points  to  protections  for  contro¬ 
versial  sp)eech  ranging  from  Jonathan  Swift, 
Benjamin  Franklin  and  Thomas  Jefferson  to  Timothy 


Pile  (iniicus 
brief  OH  the' side 
of  iHihlisher  if 
hiimlhitoks  used 
by  H  iHiiH  to  kill 
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Leary,  Abbie  Hoffman  and  “Gangsta  rap”  music. 

The  media  also  pointed  out  tliat,  “Courts  have 
consistently  recognized  the  basic  axiom  that  infor¬ 
mation,  in  and  of  itself,  is  not  dangerous  —  i.e., 
while  words  can  have  power,  they  are  not  self-stim¬ 
ulating.  When  someone  uses  information  to  injure 
or  kill,  society  punishes  the  perpetrator  —  not  the 
source  of  the  information.” 

Whether  Hit  Man  is  adept  at  teaching  its  “deadly 
craft”  is  irrelevant  to  the  media  amici,  who  noted  that 
under  the  Brandenburg  vs.  Ohio  rule,  speech  can¬ 
not  be  punished  unless  it  directly  produces  immi¬ 
nent  lawless  action  or  is  like¬ 
ly  to  incite  such  action.  The 
books  at  issue  in  this  case 
were  purchased  a  year  before 
the  killings,  they  added. 

If  the  case  were  allowed  to 
proceed,  the  media  brief 
warned,  “purveyors  of  all 
sorts  of  information  would 
be  subjected  to  trials  that 
would  relieve  them  of 
accountability  only  when 
they  could  prove  —  to  a 
jury’s  satisfaction  —  that  they 
published  the  information 
without  any  intent  to  harm.” 

The  media  groups  warned 
that  if  the  lawsuit  is  allowed 
to  proceed,  it  “will  have  a  devastating  effect  on  First 
Amendment  law,  and  will  inevitably  unleash  a  hail¬ 
storm  of  derivative  suits  on  the  communications 
industry  as  other  plaintiffs  search  for  deep  pockets 
to  avenge  imagined  affronts,  or  real  affronts  better 
recompeased  by  a  perpetrator  than  a  publisher.” 

The  media  further  argued  that,  “No  expression 
—  music,  video,  books,  even  newspaper  articles  — 
would  be  safe  from  civil  liability  if  this  case  is  per¬ 
mitted  to  continue .... 

“A  word,  a  lyric,  a  film  clip  —  these  are  the  living 
embodiments  of  our  proud  heritage  of  defending 
the  rights  of  even  the  most  outrageous  speaker,” 
the  media  brief  stated.  “They  are  capable  of  enrich¬ 
ing,  entertaining,  educating  and  —  occasionally  — 
horrifying  us. 

“But,  whatever  their  power,  they  are  incapable  of 
acting.To  hold  a  word  or  an  image  jointly  responsi¬ 
ble  for  even  the  most  ghastly  criminal  act  dismin- 
ishes  us  all,  because  it  means  that  some  speech 
surely  will  be  chilled  in  the  process,”  the  brief 
asserted,  calling  for  the  case  to  be  dismissed. 


The  case  surrounds 
a  lawsuit  filed  by 
the  relatives  and 
estates  of  three 
people  killed  in 
Montgomery 
County,  Md,  in 
1993,  by  fames 
Perry,  who  was 
convicted  in  the 
homicides  for  hire 
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STEVE  GREENBERG 


EDITOR'S  NOTE 


DON’T  TAKE  AT  face  value 
reports  of  the  collapse  of 
newspaper  circulation. 

The  numbers  are,  in  fact, 
down  nationally,  especially  at 
metro  papers.  But  down  is  far 
from  out.They’re  down  partly 
because  newspapers  have 
been  aggressively  raising  cir¬ 
culation  prices.And  why  not? 
Newsprint  prices  rose  nearfy 
50%  last  year,  and  with  adver¬ 
tising  less  than  robust,  why 
shouldn’t  readers  pay  more 
for  having  news  of  the  world, 
and  their  town,  delivered  to  their 
doorstep? 

And  why  should  metro  papers  con¬ 
tinue  to  deliver  to  far-flung  outposts 
when  they  lose  money  on  the  transac¬ 
tion?  Cutting  ego  circulation  is  another 
reason  for  the  statistical  decline.  Then 
there  are  the  deceased  newspapers  and 
the  circulation  that  dies  with  them. 

And,  yes,  household  penetration  con¬ 
tinues  in  decline,  as  it  has  for  decades, 
ever  since  “new”  media  like  TV  began  to 
mesmerize  the  nation  after  World  War  II, 
and  chum  remains  a  problem. 

Yet  newspapers,  paid  and  free,  remain 
preeminent  in  their  relationships  with 
readers  and  communities,  more  so  than 
any  other  other  medium.  This  strength, 
largely  the  power  of  newspaper  journal¬ 
ism,  is  why  advertisers  pay  nearly  80%  of 
the  freight. 

The  power  derives  from  the  64.2  mil¬ 
lion  people  who  read  a  paper  any  given 
weekday,  72.6  million  Sunday,  and  who 
spend  $9.7  billion  a  year  to  read  words 
printed  on  ground  up  trees.  All  those 
readers  reaching  into  their  pockets  to 
buy  and  read  newspapers,  whenever 
and  wherever  they  want  to  read,  makes 
the  medium  such  a  powerful  force  in 
society  —  and  a  $50  billion  a  year  business. 

AU  that  explains  why  so  much  is  hap¬ 
pening  in  circulation  lately,  although  the 
traditional  circulation  department  may 
become  an  anachronism  if  other  compa¬ 
nies  follow  the  Chicago  Tribune  and 
reconfigure  the  department  to  conform 


to  its  historical!)'  split  personality:  part 
marketing,  part  distribution. 

Other  papers  are  rethinking  circula¬ 
tion  in  other  ways.  They  are  coming  up 
with  innovative  ways  to  organize  people 
so  as  to  provide  better  service.  They  are 
looking  internally  to  staff  reorganiza¬ 
tions  and  exter¬ 
nally  to  deals  with  - 

other  newspapers. 

They  are  consoli- 
customer 


which  in  turn  help  create  other  print 
products  and  help  advertisers  market. 

Read  all  about  it  in  the  following 
pages.  And  if  you’re  pushing  the  art  of 
circulation  forward,  let  us  know  so  we 
can  tell  your  story. 

—  George  Gameau 


dating 
service  operations 
to  save  money  and 
selling  telemarket¬ 
ing  services  to 
bring  in  new  rev¬ 
enue. 

They  are  refin¬ 
ing  the  art  of  deliv¬ 
ery  using  distribu¬ 
tion  centers  and 
adult  carriers.  They 
are  using  sub¬ 
scriber  lists  to 
build  databases. 
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BY  KEN  LIEBESKIND 


RETHINKINGCIRCULATION 


HE  SEATTLE  TIMES  uses  it  to 
generate  subscriptions  out¬ 
side  its  primary  market  area. 
The  Tennessean  and 
Nashville  Banner  use  it  to 
streamline  telemarketing 
appeals.  The  Winston-Salem 
Journal  uses  it  to  target  Paws, 
a  niche  publication  delivered 
by  alternate  delivery  to  dog 
owners.  The  Des  Moines  Reg¬ 
ister  uses  it  to  create  direct 
mail  programs  for  advertisers. 

What  is  it?  Database  mar¬ 
keting,  a  computer-based  tool 
set  newspapers  are  using  in  a  variety  of 
innovative  ways  to  drive  circulation  and 
advertising  programs. 

“It’s  going  to  revolutionize  the  indus¬ 
try,”  said  Mike  Sheehan,  circulation  mar¬ 
keting  manager  at  the  Seattle  Times. 
“This  is  what  we  needed  to  approach 
marketing  on  a  more  scientific  level.The 
shotgun  appit)ach  is  a  thing  of  the  past.” 

Newspapers  traditionally  shotgunned 
for  subscribers,  knocking  on  every  door 
in  a  given  neighborhood,  or  calling  every' 
phone  number  in  a  given  exchange.  But 
with  database  marketing,  papers  can  tar¬ 
get  subscribers,  concentrating  on  the 
prospects  most  likely  to  buy. 

In  an  effort  to  sell  subscriptions  out¬ 
side  its  primary  market,  the  Seattle 
Times  used  to  solicit  house  by  house, 
including  homes  beyond  its  carrier 
routes.  But  by  using  its  database,  it  was 
able  to  identify  and  market  to  25,000 
non-  and  past-subscriber  households  in 
eight  outlying  ZIP  codes  that  were  ser¬ 
viceable. 

“'fhe  close  rate  was  higher,  and  we 
didn’t  spend  money  writing  unroutable 
orders,”  Sheehan  said.  And  papers  could 
be  delivered  to  the  new  subscribers 
immediately  since  carrier  routes  could 
reach  them.  Orders  placed  from  “the 
fringe  area”  had  never  been  processed  so 
smoothly,  he  said. 

A  year  ago,  the  Tennessean  and 

Liebeskind  is  a  New  York-based 
freelance  writer. 


Data's  Selliny  Power 


Newspapers  exploit 
database  techniques 
for  circulation 
marketing,  niche 
publishing, 
nontraditional 
advertising 

Nashville  Banner  designated  database 
marketing  as  a  top  priority,  said  circula¬ 
tion  manager  Karen  Ferguson;  and  the 
paper’s  first  effort  was  a  telemariceting 
solicitation. 

The  company,  which  formerly  used 
sequential  dialing  and  cold  calling  to  sell 
subscriptions  by  phone,  in  March  began 
using  its  database  to  segment  the  market 
and  create  individual  appeals  for  differ¬ 
ent  groups.  Using  Irrizin,  a  segmentation 
program,  the  paper  divided  the  market 
into  62  lifestyle  groups  and  collapsed 
them  into  14  groups  that  could  be 
reached  by  different  appeals.  Only  10  of 
the  groups  live  in  Nashville  proper,  so 
the  paper  wrote  10  telemarketing 
scripts  highlighting  sections  of  the 

“It’s  going  to 
revolutionize  the 
industry.  This  is  what 
we  needed  to 
approach  marketing 
on  a  more  scientific 
level  The  shotgun 
approach  is  a  thing 
of  the  past” 

—  Mike  Sheehan,  Seattle  Times 
circulation  marketing  manager, 
talking  about  database 
marketing 


paper  each  group  would  find  interest¬ 
ing.  The  scripts  were  then  targeted  to 
the  telephone  exchanges  where  the 
groups  live. 

The  result:  “Our  close  rate  has  gone 
from  3.3  to  4.4  percent,”  Ferguson  said. 
“If  you  match  the  product  with  the  per¬ 
son,  you  get  a  better  rate.” 

The  Winston-Salem  Journal  has  used 
its  database  to  support  Paws,  a  niche 
publication  for  dog  owners.  The  paper 
identified  the  market  by  merging  data 
bought  from  Polk  with  local  tax  records, 
both  of  which  contain  dog  ownership 
data  It  found  22,000  dog  owners,  a  sig¬ 
nificant  audience,  considering  the 
paper’s  total  circulation  is  100,000.  The 
combined  database  made  Paws  viable, 
because  “without  it,  you’d  have  a  much 
smaller  list,”  said  Martha  Parent,  business 
development  manager.  “Our  advertisers 
would  rather  reach  22,000  than  2,000,” 
she  said. 

The  success  of  Paws,  a  quarteriy, 
spurred  the  Journal  to  create  other 
niche  publications.  K-12,  a  monthly  for 
public  school  parents,  is  distributed  to 
homes  identified  in  lists  provided  by  the 
school  system.  Beginnings,  a  publication 
for  new  parents,  is  sent  every  nine 
months  to  addresses  culled  from  Polk 
data.  A  quarterly,  Art  View,  is  distributed 
to  homes  on  a  list  provided  by  the  local 
arts  council. 

While  database  marketing  has 
become  an  important  circulation  tool,  it 
is  equally  important  for  advertising 
departments,  which  can  use  software 
and  demographic  data  to  target  adver¬ 
tisers  and  develop  alternative  marketing 
for  them.  The  Des  Moines  Register  uses 
its  databa.se  to  identify  nonadvertising 
businesses  and  prospects  to  them,  Once 
advertisers  sign  on,  the  paper  opens  its 
database  to  them,  offering  lists  of  local 
consumers  who  have  a  special  interest 
in  their  products.  A  company  that  sells 
designer  kitchens,  for  instance,  can  run 
an  ROP  ad  in  the  newspaper  and  follow 
it  up  with  a  direct-mail  campaign  to  sub¬ 
urban  readers  who  make  more  than 
$75,000  a  year,  the  marketer’s  customer 
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A  database  of  dog  owners  gives  the  Winston-Salem 
Journal  an  audience  for  Paws,  "a  magazine  for  pets  and 
their  owners." 


profile.  Besides  selling  the  list,  the 
paper  offers  such  serv  ices  as  direct-mail 
packages,  but  onlv’  to  newspaper  adver¬ 
tisers. 

“We  can  develop  a  mailing  that  has 
the  same  l<K)k  and  message  as  an  ROP  ad 
and  handle  evervthing  for  them,"  said 
Diane  Glass,  vice  president  of  marketing. 
She  said  the  paper  has  prepared  direct 
mail  for  nearh  20  advertisers  this  vear. 
and  generated  S2()().(XX)  in  revenue  in 
the  process. 

Hie  Valiev  West  Mall,  a  135-storc  com- 
I  plex  in  West  Des  Moines,  became  a 
,  directmail  advertiser  fiir  the  first  time 
I  this  vear  with  the  Ref’ister's  help,  it 
{  mailed  a  .Mother  s  Dav  solicitation  to 
i  So.iKKi  households  and  plans  four  more 
I  mailings  later  this  year,  it  chose  the  Re}-- 
I  ister  because  "they  did  eveqahlng  fnim 
I  tile  beginning  to  the  finished  product." 
i  according  to  the  mall  s  marketing  direc- 
I  tor.  (andv  Hinkle.  “Everything  was 
]  included  in  one  price,  including 
j  postage." 

"We  want  to  work  with  our  ROP 
I  advertisers  in  meeting  their  total  market- 
I  ing  needs.  We  don  t  offer  direct-mail  ser¬ 
vices  to  people  who  aren't  interested  in 
I  using  the  nevvspa|Ter."  Cilass  said.  "We 
I  view  direct  mail  as  a  supplement  to 
new  spajver  advenising." 
i  Newspapers  using  daubase  market- 
I  ing  to  drive  direct  mail  is  "threatening. 

I  Ix'cause  it  Uniks  like  it  undermines  ROP 
;  advertising.'  s;iid  Sorava  Chemalv.  vice 
!  president  of  marketing  for  Claritas. 

I  which  sells  the  Irrizin  program  "But  it 
j  allows  them  to  turn  themselves  into 
I  gatevvav  s  to  target  marketing  and  retain 
;  a  share  of  advenising  dollars  they  might 
I  otherwise  lose." 

I  "Over  the  past  10  years,  ad  budgets 

I 

I 

Killer  Found 

■f 

ON  JAN.  2-'.  1995,  Gerald  Ri^flin,  a 
disgrunded  Ralston  Food^j 
'  employee  in  Cedar  Rapids,  Iowa, 
walked  into  his  workplace  with  a 
shotgun  and  unleashed  a  barrage 
that  killed  two  co-workers  atjd 
wounded  two  others. 

Among  the  first  to  investigate  this 
'  horrendous  crime  was  the  Cedar 

Rapids  Gazette,  and  it  used  its  in- 
I  house  database.  Plugging  Rieflin  s 

tiame  into  the  file,  the  paper  found 
i  out  where  he  lived,  and  dispatched 

I  reporters  there  to  interview’  neigh- 

I  bors  about  him. 


have  been  chipped  away 
as  new  markets,  like  the 
Internet,  came  up,” 
explained  Shaun  Higgins, 
marketing  director  of  the 
Spokane  Spokesman- 
Review.  “We  had  to  get 
into  a  position  where  we 
could  sell  more  than 
space.” 

Higgins,  widely’  recog¬ 
nized  as  the  granddaddy  of 
newspaper  database  mar¬ 
keting,  is  known  for  his 
program  for  Bon  Marche, 
the  41-store  chain  in  the 
Pacific  Northwest. 

The  newspaper  shares 
its  subscriber  data  with 
Bon  Marche,  which  in 
turn  shares  its  credit  card 
data  with  the  newspaper. 

Bon  Marche  targets  sub¬ 
scribers  with  promotions, 
since  it  knows  many  of 
them  are  also  Bon  Marche 
card  holders.  Meanwhile, 
the  newspaper  pitches 
subscriptions  to  card  holders. 

After  its  experience  with  the 
Spokesman-Review,  Bon  Marche 
expanded  the  program  to  seven  other 
Northwest  newspapers,  although  mar¬ 
keting  manager  Mike  Boze  declined  to 
name  them.  He  called  the  program  “a 
work  in  progress  that  will  help  the  store 
better  use  the  newspaper  medium  and 
create  a  balanced  media  plan.” 

While  many  new’spapers  have 
reported  database  maiketing  successes, 
a  few  have  failed.While  some  of  the  data¬ 
base  subscription  programs  used  by  the 
Reno  Gazette-Journal  worked  well,  one 

I  In  Database 

“We  got  there  faster  than  if  we 
had  followed  standard  procedures,” 
said  managit^  editor  Maik  Bowden, 
noting  that  the  police  and  other 
media  were  slow  to  arrive  because 
they  used  traditional  public  records 
to  track  Rieflin,  and  the  records 
listed  outdated  addresses. 

The  experience  showed  that  data¬ 
bases  can  have  editorial  applications, 
too. 

“It’s  a  powerful  reporting  tool  — 
the  shortest  distance  between  the 
newsroom  and  the  news  event,” 
Bowden  said.  —  K.L. 


aimed  at  consumers  who  had  never  sub¬ 
scribed  didn’t  pull. 

“The  success  rate  wasn’t  high,  so 
there  was  a  high  cost  per  order,  but  you 
learn,”  said  circulation  director  Jerry  Hill. 

In  Denver,  the  newspaper  war 
between  the  Denver  Post  and  Rocky 
Mountain  Neu>s  is  so  intense  that  tar¬ 
geting  is  impractical. 

“We  found  we  had  to  be  less  selective 
because  we  needed  to  sign  everybody 
up,”  said  Ron  Mallinen,  Post  marketing 
vice  president.  The  paper  uses  its  data¬ 
base  for  organizational  purposes  instead 
of  niche  marketing,  he  said. 

Still,  while  most  major  newspapers 
are  already  exploiting  database  market¬ 
ing,  many  are  just  getting  started,  so  it 
represents  a  relatively  minor  part  in 
industry  marketing  efforts. 

But  judging  from  the  variety  of  pro¬ 
grams  underway,  its  role  will  likely  con¬ 
tinue  to  expand.  Besides  providing 
sharper  targeting  for  subscribers  and 
advertisers,  it  may  also  be  highly  prof¬ 
itable. 

Peggy  Reynolds,  director  of  database 
marketing  for  the  Providence  (^.\J  Jour¬ 
nal-Bulletin,  said  she  is  “setting  pricing 
so  the  margins  are  greater  than  newspa¬ 
per  margins.” 

While  newspapers  return  profit  mar¬ 
gins  of  10%  to  20%,“we’re  trying  to  set  it 
somewhat  higher,  between  20  and  50 
percent,”  she  said. 
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-  ft  R 


loumal 


Karl  Spain,  President, 
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Target  Media  Publication. 


OrnSim 

The  Best  Performer  in  the  Entertainment  Bvsiness. 


Newspaper  _ 


Phone  Number 


CoverSTORY:  Fresh  material.  Exciting  look.  Marketing  support.  Rewarding  results! 

For  more  information:  Send  to:  CoverSTORY;  730  N.  Franklin  Street,  Suite  706,  Chicago,  lUinois  60610.  Fax:  312-573-3810. 
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BY  JO  ELLEN  MEYERS  SHARP 


Service 
From  Afar 


NIGHT-RIDDER  INC.  has 
woven  what  it  calls  a  seam¬ 
less  communications  sys¬ 
tem  linking  readers  of  four 
Florida  papers  to  one  cus¬ 
tomer  service  center  in 
Miami.  By  next  March, 
seven  more  Knight-Ridder 
papers  from  around  the 
country  will  be  on  the  sys¬ 
tem,  and  the  company  has 
told  its  Eastern  time  zone 
publications  that  it  is  look¬ 
ing  for  space  for  a  second 
center  to  eventually  handle 
another  dozen  or  so  papers. 

Centralized  customer  service  cen¬ 
ters  may  be  the  next  trend  for  news¬ 
paper  groups  as  they  try  to  cut  costs 
and  gain  efficiencies  by  consolidating 
back-office  and  administrative  opera¬ 
tions. 

The  New  York  Times  Co.,  for  exam¬ 
ple,  will  consolidate  accounting,  pay¬ 
roll,  human  resources  and  other 
record-keeping  functions  from 
throughout  the  company  at  its  new 
Shared  Service  Center  in  Norfolk,  Va.  In 
addition,  it  recently  opened  a  Cus¬ 
tomer  Order  Fulfillment  department 
in  New  York  City  where  advertisers 
can  call  to  reserve  space  in  the  New 
York  Times,  change  ad  schedules,  or  get 
billing  information  or  technical  assist¬ 
ance. 

Knight-Ridder’s  Miami  Regional  Call 
Center  is  housed  at  the  Miami  Herald 
and  serves  readers  of  the  Herald,  Boca 
Raton  News,  Bradenton  Herald  and  Tal¬ 
lahassee  Democrat  —  combined  circu¬ 
lation  about  506,000  daily,  665,000  Sun¬ 
day. 

The  center’s  60  service  representa¬ 
tives  handle  2  million  calls  a  year  — 
through  toll-free  customer  service  num¬ 
bers  —  from  readers  complaining  they 
didn’t  get  their  newspaper  or  question¬ 
ing  their  bUls,  said  Arden  Dickey,  Herald 


Sharp  is  a  business  reporter  at  the 
Indianapolis  Star  and  Indianapolis  News. 


Complaints  about 
missing  newspapers 
may  go  cross-country 
instead  of  cross-town 

circulation  vice  president  and  leader  of 
Knight-Ridder’s  project  to  re-engineer 
customer  services. 

When  fully  operational,  the  Miami 
operation  will  employ  about  100  cus¬ 
tomer  service  representatives  —  30  to 
40  fewer  than  would  be  working  at  the 
11  papers  combined,  Dickey  said.  Cus¬ 
tomer  service  units  have  been  shut 
down  at  the  four  papers  now  participat¬ 
ing,  and  most  of  the  jobs  were  either 
eliminated  by  attrition  or  workers  found 
jobs  elsewhere  within  the  newspapers, 
Dickey  said. 

At  Miami,  employees  in  customer  ser¬ 
vice  transferred  from  the  Herald  to  the 
service  center  without  job  loss,  he  said. 

At  the  Bradenton  Herald,  one  person 
was  laid  off  from  a  customer  service 
staff  of  five,  said  Ed  Gruwell,  circulation 
director. 

Staffing  requirements  are  expected  to 
become  a  bigger  consideration  as  the 
center  takes  on  more  papers,  however. 

that  [a  surprise 
downpour  that 
drenched  newspapers] 
had  happened  before 
the  conversion^  there 
was  no  way  to  have 
handled  that  many 
calls.  It*s  proved  its 
worth  to  us** 

—  Ed  Gruwell,  circulation 
director,  Bradenton  Herald 


“We’re  still  dealing  with  some  union 
newspapers,”  Dickey  said.  “A  number  of 
people  who  could  be  laid  off  could  be 
union.” 

The  Miami  operation  opened  in  April 
1995  to  serve  the  Miami  Herald.  It  took 
on  Boca  Raton  in  November,  Bradenton 
and  Tallahassee  in  January. 

Shortly  after  the  Bradenton  Herald 
joined,  circulation  director  Gruwell  said, 
an  unexpected  rainstorm  drenched  just- 
delivered  newspapers,  putting  the  cus¬ 
tomer  service  center  to  a  test.The  down¬ 
pour  prompted  more  than  1 ,000  calls,  all 
handled  with  relative  ease  and  a  97% 
answer  rate,  Gruwell  said. 

“If  that  had  happened  before  the  con¬ 
version,  there  was  no  way  to  have  han¬ 
dled  that  many  calls.  It’s  proved  its  worth 
to  us,”  he  said. 

The  Bradenton  Herald  paid  no 
money  up  fiont  to  take  advantage  of  the 
customer  service  center  but  does  pay  a 
monthly  fee  based  on  the  number  of 
calls  from  its  readers.  Gruwell  declined 
to  disclose  the  fees  but  said  the  per-call 
charge  was  less  than  $1.15,  considered 
the  national  average  for  similar  toll-free 
customer  service  operations.  The  num¬ 
ber  of  calls  from  the  Bradenton  area 
ranges  from  11,000  to  15,000  a  month, 
primarily  because  the  paper  has  so  many 
seasonal  subscribers,  Gruwell  said. 

So  far,  the  service  center  has  cost 
“slightly”  more  than  the  Bradenton  Her¬ 
ald  was  paying  to  operate  its  own  cus¬ 
tomer  service  department,  Gruwell  said. 

Larger  operations  report  saving 
money,  and  that’s  what  management 
expects  in  the  future,  as  the  Bradenton 
area  grows,  the  paper  with  it.  Also,  costs 
could  decline  as  more  papers  join  the 
call  center  and  share  the  overhead, 
Gruwell  said. 

There  are  benefits,  however,  and  ser¬ 
vice  ranks  high  among  them. 

“We’re  definitely  providing  a  higher 
level  of  customer  service,”  Gruwell  said. 
Further,  the  center  is  open  more  hours  a 
day  than  his  local  customer  service 
department  was.  So  Gruwell  sees  the 
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additional  cost  initially  as  a  short-term 
problem,  Gruwell  said. 

Dickey  said  the  early  success  of  the 
center  has  convinced  Knight-Ridder  to 
step  up  plans  for  a  second  one. 

AT&T  developed  the  phone  system 
but  is  still  woridng  out  some  bugs, 
Dickey  said.  He  declined  to  say  how 
much  Knight-Ridder  invested  in  the  cen¬ 
ter. 

Customers  have  no  idea  they  are  call¬ 
ing  a  service  representative  who  could 
be  in  another  city,  Dickey  said.  The  sys¬ 
tem  reads  the  caller’s  telephone  number 
and  automatically  pulls  up  their  account 
on  the  representative’s  computer  screen. 
Representatives  receive  I'A  weeks  of 
training,  covering  equipment  and  cus¬ 
tomer  relations. 

About  85%  of  the  calls  are  matched 
correctly  to  the  caller’s  account,  he  said. 
Those  that  aren’t  usually  come  from  a 
number  other  than  what’s  on  the  record 
—  a  home-delivery  subscriber  calling 
from  woik,  for  example. 

About  42%  of  the  calls  originate  come 
from  the  Miami  Herald s  customers  — 
one  reason  the  center  was  located  there. 
In  addition,  the  Herald  had  space  avail¬ 
able  and  the  city  offers  a  ready  woric 
force  and  favorable  wages. 

In  September,  plans  call  for  the  center 
to  begin  serving  a  second  time  zone, 
though  it  hasn’t  been  decided  which 
newspaper. When  fully  loaded,  the  center 
will  be  open  from  6  a.m.  to  10  p.m.  — 
about  60%  more  hours  than  any  individ¬ 
ual  Knight-Ridder  paper  had  offered  cus¬ 
tomer  service,  he  said. 

The  service  reps  are  connected  to 
remote  papers  via  computer  and  tele¬ 
phone  networics.  If  a  customer  calls 
about  not  receiving  a  paper,  for  instance, 
the  rep  can  call  up  current  account  infor¬ 
mation  and  dispatch  a  replacement 
paper  within  a  minute. 

“It’s  instantaneous,”  Dickey  declared. 
And  combining  the  operations,  Knight- 
Ridder  can  afford  communications 
equipment  and  technology  that  no 
paper  could  afford  on  its  own,  he  said. 

The  most  challenging  aspect  of  setting 
up  the  operation  was  ensuring  that  read¬ 
ers  of  smaller  papers  would  not  get 
stuck  at  the  end  of  the  line  behind  read¬ 
ers  of  larger  papers.  To  prevent  such  a 
scenario,  the  system  designates  certain 
agents  to  certain  papers.  For  example,  for 
six  customer  service  reps,  the  Braden¬ 
ton  Heralds  readers  have  priority,  but 
when  they’re  not  busy,  they  can  take 
calls  about  other  papers. 

“We’re  convinced  at  this  time  that  this 


truly  will  improve  customer  service,” 
Dickey  said. 

Meanwhile,  the  New  York  Times  has 
offered  to  buy  out  unionized  job  holders 
affected  by  the  Customer  Order  Fulfill¬ 
ment  department,  spokeswoman  Nancy 
Nielsen  said.  Fewer  than  10  jobs  were 
eliminated  in  the  move,  which  consoli¬ 
dated  14  services  in  three  departments 
into  one  operation. 

In  Norfolk,  Va.,  the  New  York  Tunes  Co. 
has  subcontracted  administrative  tasks  to 
the  Shared  Service  Center,  which  is  “an 
independent  and  wholly  owned”  sub¬ 
sidiary.  Customer  service  jobs  at  the  com¬ 
pany’s  regional  newspapers  “will  move 
to  Norfolk  but  they  will  not  automati¬ 
cally  become  union  jobs,”  Nielsen  said, 
adding  that  the  issues  are  still  being  dis¬ 
cussed. 

Let  Them  Have 
Two  Local  Sections 

IN  A  LIMITED  test,  the  Tampa  Tribune  is 
I  offering  some  home-delivery  sub¬ 
scribers  two  local  news  sections 
instead  of  one. 

Residents  in  three  ZIP  codes  in  south¬ 
ern  Pasco  County,  near  the  Hillsborough 
County  border,  can  get  the  closest  Hills¬ 
borough  zoned  section,  either  Univer¬ 
sity/New  Tampa  or  Northwest,  in  addi¬ 
tion  to  their  regular  Pasco  section.  There 
is  no  extra  charge. 

“This  is  a  recognition  that  news  doesn’t 
stop  at  county  borders,”  Tribune  manag¬ 
ing  editor  Bruce  Witwer  said  in  a  state¬ 
ment. 

The  offer  is  being  pitched  in  the  three 
ZIP  codes  by  direct  mail,  telemarketing 
and  door-to-door  solicitations. 

While  people  who  live  in  southern 
Pasco  County  want  the  Pasco  section  for 
local  news,  said  Jeffrey  Green,  vice  presi¬ 
dent  of  marketing,  “we  know  they  also 
want  news  of  Hillsborough  because 
many  of  them  work  either  downtown  or 
at  schools  and  hospitals  there.” 

The  offering  is  the  result  of  siuweys 
showing  readers  want  these  kinds  of  ser¬ 
vices  and  is  part  of  an  overall  mariceting 
strategy  designed  to  build  circulation  and 
to  increase  retention. 

The  extra  local  section  is  part  of  a  sales 
pitch  offering  subscriptions  for  $1.75  a 
week,  discounted  from  $2.50.  The 
preprinted  zoned  sections  are  inserted 
mechanically. 

Started  earlier  this  year,  the  program 
has  produced  higher  subscription  sales, 
but  it  was  too  eariy  to  tell  whether  it 


would  lower  chum,  executives  said. 

The  program  has  become  “a  big  suc¬ 
cess,”  Witwer  said  in  an  interview.  He  said 
in  the  past,  people  living  near  county 
borders  had  complained  of  getting  no 
news  about  nearby  areas  across  the 
Pasco  County  line. 

He  said  the  paper  decided  to  offer  the 
two  sections  after  rejecting  a  proposal  to 
put  a  digest  of  Hillsborough  news  in 
Pasco  papers. 


Jewish  Paper 
Debuts  In  N.Y. 


Marketeer  pubucations,the  New 

York-based  weekly  publisher,  has 
added  another  voice  to  the  Jewish  publi¬ 
cation  mailcet. 

The  New  Standard,  which  started  in 
May,  is  a  monthly  magazine  printed  on 
newsprint  and  saddle-stitched  with  a 
glossy  color  cover. 

Marketeer  says  the  magazine  will  offer 
“blanket  community  coverage”  to  adver¬ 
tisers  and  an  “eclectic  editorial  mix”  to 
readers. 


JVl. 


^  f  ISANAGEMENT 

Operations  Analysis 
AND  Solutions 

Currow  &  de  Montmollin,  Inc., 
conducts  operational  reviews  of 
circulation,  advertising  and  other 
departments  to  identify  and 
eliminate  barriers  to  increased 
revenue  generation  and  improved 
operating  efficiency. 

C&de  is  a  full-sovice  newspaper 
consulting  company,  run  by 
former  newspaper  executives, 
that  also  provides  temporary 
turnaround  management, 
executive  search  and  placement, 
and  a  broad  range  of  marketing 
services. 


elvde 


CuRRCAV  &  DE  Montmollin,  Inc 


7010  S.W.  54th  Street 
Miami,  Florida  33155-5624 
(305)  662-8924  •  FAX  (305)  665-1563 
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with  their  day  with  a  minimum  of  fuss. 

“They  give  us  more  flexibility,  too,” 
says  Don  Hartman,  an  independent  dis¬ 
tributor  for  16  years.  “Instead  of  having 
to  pay  for  our  papers  on  one  particular 
day,  we  have  a  six-day  span.  That  can 
mean  a  lot  when  customers  mail  in  their 
payments  to  us  late.” 

The  newspaper  is  similarly  pleased. 
“Service  to  the  subscriber  is  very 
important  to  us,”  says  Plain  Dealer  cir¬ 
culation  director  Rick  Epstein.  “So  any- 
total  their  deposits  of  cash  and/or  thing  like  the  Securomatic  that  helps  our 
checks  on  a  two-part  deposit  slip,  just  as  distributors  get  out  on  their  delivery 
if  they  were  depositing  money  in  their  routes  faster  is  tremendously  valuable, 
personal  bank 

account  at  an  fljHjjjp — T* 

personal  identifi-  &KS  a  R  ^'OCks 

number  /BjH 

(PIN)  on  the  key- 

the  I 

machine  prints  a 

statement  con-  ^ j 

the 

deposit  amount.  A  1 
door  opens,  the 
deposit  is  placed 
inside,  and  the  dis-  , 
tributor  is  ready  to 

The  Plain 

Dealer  contracts  I  if 

with  Pinkerton  VK  '  j,  ft 

Security  Services  ppt.  Ju 

to  process 

deposits  and  rec- 
oncile  discrepan- 

cies,  but  so  far  HBk  B 

problems  have  H^B  p 

proved  negligible. 

Distributors  ^BB  |^H[| 

many  whom 
maintain  full-time 

routes  —  I 

the  accuracy  | 

of  the  system.  An  unidentified  distributor  deposits  receipts  in  a  Securomatic 
which  allows  machine,  a  combination  ATM  and  night  deposit  machine 
them  to  get  on  developed  for  the  Plain  Dealer 


F  AUTOMATED  TELLER  machines 
(ATMs)  speed  up  banking  for  individ¬ 
uals,  could  they  also  speed  up  trans¬ 
actions  for  independent  news¬ 
paper  distributors? 

Alex  Machaskee,  president  and 
publisher  of  the  Plain  Dealer  in 
Cleveland,  Ohio,  asked  that  question 
in  1993,  when  the  paper’s  brand 
new,  state-of-the-art  Tiedeman  Pro¬ 
duction  and  Distribution  Center  was 
coming  online  to  feed  zoned  editions 
of  the  state’s  largest  daUy  to  19 
regional  distribution  centers.  Machas¬ 
kee  wondered  if  an  electronic  system 
could  reduce  errors  and  security  prob¬ 
lems  that  have  traditionally  plagued 
transactions  between  independent  dis¬ 
tributors  and  newspapers. 

A  year  of  collaborative  development 
between  the  Plain  Dealer  and  Diebold 
Inc.,  one  of  the  world’s  largest  ATM  pro¬ 
ducers,  in  nearby  Canton,  resulted  in  the 
answer  to  Machaskee’s  question:  the 
Securomatic.  The  device  combines  the 
convenience  of  an  ATM  with  the  secu¬ 
rity  of  a  night  depository  safe. 

“Basically,  we  modified  some  of  our 
existing  software  and  combined  it  with 
an  ATM-like  information  terminal  and  an 
after-hours  depository,”  says  Diebold 
account  executive  Greg  Hannan.  “And 
everything  is  networked  electronically 
to  the  Plain  Dealer's  headquarters.” 

Securomatics  have  been  installed  at 
each  of  the  newspaper’s  distribution 
depots  and  at  the  Tiedeman  center,  for 
single<opy  sales. 

The  machines  allow  independent  dis¬ 
tributors  to  deposit  the  money  they  col¬ 
lect  in  seconds.  Previously,  distributors 
handed  over  checks  and  cash  to  a  depot 
distribution  manager  —  when  one  was 
available  —  but  would  not  receive  a 
receipt  until  the  following  day.  Managers 
maintained  their  own  records  and 
processed  deposits  by  hand,  a  risky  situ¬ 
ation  since  there  were  no  safes. 

With  the  Securomatics,  distributors 


Cleveland  Plain 
Dealer  puts 
automated  teller 
machines  where 
they’re  needed:  in 
distribution  centers 


Gottlieb  is  a  freelance  writer  based  in 
Cleveland. 
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TS  NEVER  easy, 
but  operating  a 
small  business 
is  especially 
difficult  for 
people  with  lit¬ 
tle  or  no  busi¬ 
ness  education 
or  experience. 

That’s  why  the  Plain  Dealer, 
Cleveland,  Ohio,  initiated  Growth 
with  Profits,  a  series  of  informational 
seminars  available  to  all  of  the  nearly 
1,500  independent  distributors  who 
deliver  the  state’s  largest  newspaper 
(circulation  400,000  daily,  535,000  Sun¬ 
day)  each  morning. 

The  program  was  created  in  1994  to 
provide  opportunities  for  independent 
distributors  to  learn  the  basics  of  run¬ 
ning  their  small  businesses. 

“If  our  independent  distributors  are 
effective  business  people,  the  circulation 
of  the  Plain  Dealer  can  increase 
through  their  suc¬ 
cess,”  says  circula¬ 
tion  director  Rick 
Epstein.  “We 
hoped  to  expose 
them  to  some  of 
the  fundamentals 

—  marketing, 
sales,  record  keep¬ 
ing  and  other 
financial  aspects 

—  that  could  help 
them  the  most.” 

Each  of  inde¬ 
pendent  distribu¬ 
tors  serves  an  average  of  200  customers. 
They  are  all  over  18  (the  last  of  the 
youth  carriers  made  their  final  deliveries 
in  January  1993)  but  range  from  college 
age  to  retirees.  While  some  maintain  full¬ 
time  jobs,  others  have  several  part-time 
jobs. 

Although  independent  distributor¬ 
ships  rarely  provide  the  sole  source  of 
income,  the  amount  of  money  distribu- 


Gottlieb  is  a  freelance  writer  based  in 
Cleveland. 


tors  earn  depends 
largely  on  their 
ability  to  master 
basic  entrepre¬ 
neurial  skills. 

Early  in  1994, 
the  Plain  Dealer 
engaged  Stanley 
Cort,  professor  of 
mariceting  at  the  Weatherhead  School  of 
Management  at  Cleveland’s  Case  West¬ 
ern  Reserve  University,  to  develop  a  pro¬ 
gram  to  help  distributors  understand 
and  grow  their  businesses.  Cort,  director 
of  the  school’s  Corporate  University, 
which  provides  executive  education 
programs  to  private  organizations, 
enlisted  the  aid  of  assistant  dean  James 
Strachan  and  William  Truax,  a  local  con¬ 
sultant. 

A  voluntary  program.  Growth  with 
Profits  consisted  of  three  sessions  at  the 
Weatherhead  School  on  consecutive  Sat¬ 
urday  mornings.  Each  two-hour  session 
was  devoted  to 
one  of  three 
important  aspects 
of  operating  a  suc¬ 
cessful  indepen¬ 
dent  distributor¬ 
ship:  marketing, 
accounting,  and 
selling.  Distribu¬ 
tors  paid  a  $25 
fee,  which  was 
refunded  if  they 
attended  all  three 
sessions. 

Cort’s  contribu¬ 
tion  focused  on  helping  distributors 
understand  their  mailcets  and  enhancing 
profitability.  Strachan,  an  accounting  pro¬ 
fessor,  concentrated  on  record  keeping 
and  using  financial  data  both  to  gauge 
success  and  for  tax  documentation. 
Truax  illuminated  the  mysteries  of  cold- 
call  selling,  communication  with  cus¬ 
tomers  and  building  long-term  customer 
relationships. 

Almost  500  independent  distributors 
participated  in  the  two  series  of  semi¬ 
nars  staged  in  March  1994  and  Novem- 


Training 
distribution 
contractors  in 
entrepreneurship 


*‘It  is  just  a  paper 
route,  after  all,  hut 
you  still  have  to 
consider  it  a  business 
if  you  want  it  to  be 
profitable** 

—  Plain  Dealer 
distributor 
Antoinette  Pulling 
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ber  1995.  Another  150  people  —  many 
of  them  alumni  —  later  participated  in 
Growth  with  Profits  n,  a  supplement  to 
the  original. 

“I  had  my  own  bookkeeping  business 
for  four  years,  so  1  already  knew  a  lot  of 
the  information  in  the  seminars,”  says 
independent  distributor  Antoinette 
Pulling,  who  attended  both  programs. 
“But  I  did  learn  new  things  about  tele¬ 
marketing  and  customer  satisfaction,  and 
I  was  most  impressed  that  the  Plain 
Dealer  wanted  us  to  have  access  to  the 
best  information  available.  It  is  just  a 
paper  route,  after  all,  but  you  still  have  to 
consider  it  a  business  if  you  want  it  to  be 
profitable.” 

For  independents  like  Pulling,  who 
calls  her  distributorship  “an  irreplace¬ 
able  source  of  supplemental  income  for 
our  family,”  the  seminars  proved  valu¬ 
able.  In  fact,  new  distributors  who  have 
heard  glowing  reports  from  seminar 
alumni  have  asked  about  a  repeat  per¬ 
formance,  which  the  newspaper  is  con¬ 
sidering. 

For  its  part,  the  Plain  Dealer  expects 
the  seminars  will  result  not  only  in  a 
long-term  reduction  in  the  current  30%  a 
year  distributor  turnover,  but  also  higher 
circulation. 


Team 

Tactics 


Optimistic  On  Circulation 

PUBUSHERS  AND  EDITORS  are  opti¬ 
mistic  their  papers  will  build  circula¬ 
tion,  according  to  a  Newspaper  Associa¬ 
tion  of  America  poll. 

Of  223  publishers  and  106  editors 
polled  from  318  papers,  three  out  of 
four  expect  their  circulation  to  increase. 
The  rest  expect  circulation  to  remain 
flat  (12%)  or  shrink  (12%). 

The  optimists  were  looking  for  gains  of 
5.2%  on  average. 


La  Presse  Goes  Geac 

La  presse  of  Montreal  has  agreed  to 
buy  a  circulation  software  system  from 
Geac  Computers  Inc.  of  Tampa. 

La  Presse,  Canada’s  biggest  French-lan¬ 
guage  paper,  with  over  320, (XX)  daily  cir¬ 
culation,  opted  for  the  VisionShift  World 
Class  Series  system.  The  system,  which 
provides  added  functionality,  replaces  a 
home-grown  system  that  had  been  out¬ 
paced  by  the  paper’s  growth. 

“It  was  no  longer  profitable  for  us  to 
maintain  an  internal  system  of  this  size,” 
said  Gilles  De  Guise,  systems  director. 
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For  circulation 

district  man-  Emancipated  from 
7omes  circulation  district 

the  turf,  espe-  managers  play  to 
strengths  as  team 

home  delivery  ser-  membOrS 

vice,  single-copy 
outlets,  sales,  and 

collections  are  as  much  part  of  the  job  as  betweer 
fickle  weather,  fickle  kids  and  finicky  outstanc) 
subscribers.  “It’s  t 

The  unexpected  lurks  daily,  and  I’ve  bee 
when  it  strikes  in  your  territory,  you  surprise 
have  to  fix  it.  If  that  sounds  like  a  recipe  ments,  “; 
for  distress,  it  is.  Burnout  is  a  hazard  of  greater.” 
the  profession.  to  result 

So  how  do  you  grow  circulation  improve 
when  you’re  hustling  to  deliver  down  Perha 
routes?  work  cc 

You  might  try  a  new  approach,  an  district 

alternative  to  the  traditional  model,  in  tion,  th< 

which  one  district  manager  oversees  all  Monitoi 
or  most  cireulation  functions  in  a  geo-  the  time 
graphical  area.  The  new  model,  bandied  dollars  i 
about  for  years,  has  already  been  adopted  The  . 

by  a  lot  of  manufacturers  outside  news-  circulati 
papers.  It  revolves  around  teamwork  of  New 
and  specialization.  In  the  past  couple  of  nontrad 
years,  newspapers  have  begun  applying  concep 
it  —  in  varying  forms  and  with  varying  papers 
degrees  of  success  —  sometimes  racking  compar 
up  impressive  performance  gains.  the  Vat 

Tlie  Concord  Monitor,  for  example,  Recordi 
unchained  district  managers  in  January  Hamps 
from  the  geographical  zones  where  they  Mass.,  E 
had  presided  over  nearly  all  cireulation  Whal 

functions.  Under  the  new  , _ _ 

structure,  renamed  “field  man¬ 
agers”  woik  as  a  team,  each 
member  specializing  in  such 
functions  as  carrier  retention, 
sales/marketing,  and  cus¬ 
tomer  service. 

In  just  five  months,  the  sys¬ 
tem  has  proven  “extraordinar¬ 
ily  successful,”  said  Arthur 
Dwight,  Monitor  circulation 
director.  “We  started  to 
accomplish  things  we  never  Don  Waterman, 
could  have  done  before.”  Cape  Cod  Times 
How  successful?  Since  circulation  director 


reorganizing  in 
^ed  from  January,  the  num- 

on  district 

f  DIqV  to  pcd  over  30%,  to 

ao  icai !  I  scribers  per  day, 

)0/'S  from  .77.  Door-to- 

door  subscription 
sales  increased 
between  10%  and  20%,  and  collections 
outstanding  fell  by  half,  to  4%  from  8%. 

“It’s  the  best  thing  I’ve  done  since 
I’ve  been  here,”  Dwiglit  said,  admitting 
surprise  at  the  speed  of  the  improve¬ 
ments,  “and  long  term,  I  think  it  will  be 
greater.”  He  expects  improved  recruiting 
to  result  in  better  carriers,  and,  in  turn, 
improved  service. 

Perhaps  best  of  all,  tapping  into  team¬ 
work  costs  nothing.  In  fact,  when  a  fifth 
district  manager  quit  during  the  transi¬ 
tion,  their  new  efficiency  allowed  the 
Monitor's  four  other  district  managers 
the  time  to  take  up  the  slack  —  for  a  few 
dollars  more. 

The  Monitor,  with  22,000  morning 
circulation,  is  one  of  the  latest  in  a  string 
of  New  England  papers  to  adopt  this 
nontraditional  circulation  management 
concept  —  among  them  the  other 
papers  owned  by  the  Monitor’s  parent 
company,  Newspapers  of  New  England; 
the  Valley  News,  Lebanon,  N.H.;  the 
Recorder,  Greenfield,  Mass.;  Daily 
Hampshire  Gazzette,  Northampton, 
Mass.,  Dwight  said. 

What’s  driving  the  change,  Dwight 
_ ,  confessed,  is  the  gradual  real¬ 
ization  that  a  district  man¬ 
ager’s  work,  as  historically 
structured,  was  “inherently 
impossible.  Service,  sales,  col¬ 
lections,  marketing  —  you 
can’t  do  everything  well.” 

Now,  each  Monitor  field 
manager  has  a  specialty,  and 
goals,  formerly  set  for  each 
district,  are  combined. 
Monthly  bonuses  are  shared 
man,  and  are  contingent  on  overall 

rimes  circulation  increases  and 

I  director  other  performance  goals.That 
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makes  managers  interdependent.  As 
Dwight  said,  “The  team  makes  it  or 
breaks  it.” 

The  Monitor's  four  field  managers 
together  oversee  160  youth  carriers,  who 
deliver  to  homes,  and  50  adult  drivers, 
who  transport  bundles  to  carriers  and 
stores,  service  news  racks  and  deliver  to 
outlying  homes.  But  each  has  a  specialty. 
The  niches  are:  single-copy  (stores  and 
newsracks),  service  (missed  deliveries, 
carrier  retention,  contracting),  recruit¬ 
ment  (finding  and  training  carriers),  sales 
and  marketing  (promotions  and  sales). 
AU  managers  work  outside  their  spe¬ 
cialty,  however,  mainly  organizing  sub¬ 
scription  drives  by  youth  carriers.  A  part- 
time  telemarketing  staff  answers  to 
Dwight. 

“We’re  able  to  respond  to  things  fester 
because  there  is  no  conflict  between 
sales  and  service,”  Dwight  said. 

Practically  speaking,  that  means  that 
when  a  carrier  quits,  the  service  manager 
delivers  the  route  while  the  recruitment 

manager  seeks  a  replacement,  _ 

and  sales  and  maiketing  func¬ 
tions  continue  under  other 
managers.  The  old  way,  when 
a  carrier  quit,  the  district  man¬ 
ager  had  to  drop  everything 
and  deliver  the  route  while  at 
the  same  time  seeking  and 
training  a  replacement. 

For  newspapers  up  to 
about  50,000  circulation  that 
typically  base  circulation 
functions  around  zones,  the  Arthur  Dv 

team  structure  “really  Concord  I 
addresses  a  lot  of  problems,”  circulatic 
Dwight  said.  “It’s  going 
around  and  I  think  you’re  going  to  see 
more  of  it.  I’m  a  believer.  It’s  been  an 
epiphany.” 

Others  agree  the  system  has  promise. 

“I  think  it’s  in  an  early  state,  but  I 
expect  a  lot  of  newspapers  will  experi¬ 
ment  with  these  types  of  structures  in 
the  next  few  years,”  said  Leon  Levitt, 
Newspaper  Association  of  America  vice 
president/circulation.  He  has  touted  the 
team  concept  since  instituting  it  a  few 
years  ago  at  the  Gadsden  (Ala.)  Times,  a 
28,()()(><irculation  New  York  Times  Co. 
paper,  which  later  returned  to  the  old 
system. 

Newspapers  are  considering  the  team 
system,  Levitt  and  newspaper  circulation 
executives  say,  because  most  circulation 
departments  have  been  running  the 
same  way  for  20,  30,  even  40  years  — 
despite  such  dramatic  clianges  as  the 
industr)'’s  shift  to  the  morning  cycle,  to 


Arthur  Dwight 
Concord  Monitor 
circulation  director 


adult  carriers,  to 
advance  payment, 
and  to  fetter  news- 

“A  lot  of  people  . 
recognize  that  the  | 

same  old  structure  | 

doesn’t  make  '  £ 

sense,”  Levitt  said.  ■  ^  ^ 

At  least  one  man- 
ager,  who  frazzled 
and  quit  under  the 

district  system,  I  ;  o.tp^S5B 

praised  the  team  1 1  oaf  ■  5^2 

approach.  Martha  fi  w: 

Beck,  48-year-old  1 

field  manager  in  au#  sap 

charge  of  service,  _ 

joined  the  Moni-  Measurements  of  se 
tor  in  1993  as  a  dis-  ables  at  the  Concord 
trict  manager,  part-  ary  from  traditional  ( 
nered  with  one 

zone  plagued  by  high  carrier  turnover. 
Burned  out  after  two  years,  she  quit,  but 
returned  as  a  part-time  customer  service 
rep  answering  phones.  As  the 
new  system  geared  up  late 
last  year,  she  volunteered  to 
replace  a  man  who  hated  the 
service  job  and  quit. 

“It’s  a  beautiful  system,” 
Beck  said.  “What’s  happened 
is  everybody’s  abilities  have 
been  tapped  into  on  tasks 
that  they  were  good  at.” 

Ironically,  Beck  said,  when 
she  was  a  district  manager 
ight  she  had  whimsically  sug- 

Aonitor  gested  that  if  all  she  had  were 
ti  director  carriers  and  never  did 

another  store  collection,  “I 
would  love  this  job.” 

Under  the  new  organization,  she  got 
her  wish.  She  particularly  praised  the 
recruitment  manager  for  getting  better 
carriers,  therefore  making  her  job  in  ser¬ 
vice  easier. 

“Most  of  the  job  is  getting  a  rein  on 
carriers  and  getting  them  trained.  Now, 
one  person  is  responsible  for  recruiting 
and  can  spend  ail  their  energy  on  that,” 
she  said. 

The  new  system  gives  Beck  more  con¬ 
tact  with  carriers,  by  phone  and  in  per¬ 
son,  and  that  helps  make  carriers  com¬ 
fortable  enough  to  call  you,  Beck  said. 

“I  do  the  down  routes,”  she  said.  “I’m 
out  there.  Now  there  are  far  fewer  down 
routes,  and  we  usually  have  them  filled 
within  a  few  days.  Before  it  was  a  week 
or  less.” 

Though  the  compensation  sy’stem  has 
been  changed  to  include  such  criteria  as 
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Measurements  of  service  complaints  and  overdue  dealer  receiv¬ 
ables  at  the  Concord  Monitor  before  and  after  switching  in  Janu¬ 
ary  from  traditional  district  managers  to  a  team-based  system 


service  and  receivables  outstanding,  the 
team  is  more  likely  to  reach  goals 
because  each  person  plays  to  a  strength. 
That  makes  sales  campaigns  more  effec¬ 
tive. 

“It  does  help  us  to  make  our  goals,  so 
financially  it  is  better,”  Beck  said.  “I  love 
my  job.” 

'Himover  is  one  indicator.  In  less  than 
three  years  as  district  manager  before. 
Beck  saw  about  eight  managers  turn 
over,  whereas  nobody  has  left  the  new 
system. 

About  three  years  ago,  the  Cape  Cod 
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Times  —  a  52,000-circulation  daily, 
65,000  Sunday,  Ottaway  paper  in  Hyan- 
nis.  Mass.  —  began  looking  to  reoigan- 
ize  nine  circulation  zones  and  a  staff  of 
veteran  district  managers.Two  years  ago, 
the  paper  came  up  with  a  team-based 
system  for  subscription  sales,  service, 
and  collections,  and  put  it  into  effect  last 
year.  It  started  with  training  videos  and 
seminars  on  self-directed  management, 
according  to  circulation  director  Don 
Waterman. 

Still  in  the  experimental  stage,  the 
team  system  is  working  “very  well,  but  it 
hasn’t  been  easy  because  it’s  been  a  dra¬ 
matic  change  for  management,  as  well  as 
employees,”  Waterman  said.  Plans  call  for 
expanding  the  teams  into  single-copy 
operations  in  1997. 

The  Times  consolidated  nine  geo¬ 
graphical  regions  and  managers  into 
three,  each  with  three  “sales  and  service 
managers.”  On  each  team,  one  manager 
handles  sales  to  stores  (news  racks  are 
serviced  by  contractors),  one  handles 
other  sales  (direct  mail,  and  phone  calls, 
but  no  boiler  room  telemarketing,  no 
carrier  contests),  and  one  handles  ser¬ 
vice. 

The  biggest  change.  Waterman  said,  is 
freedom.  Each  team  has  the  autonomy  to 
decide  who  does  what  and  to  how  to 
accomplish  sales  and  service  goals. 

“I’ve  been  in  the  business  30  years,” 
Waterman,  a  former  district  manager, 
said.“Circulation  executives  were  graded 
by  their  ability  to  correct  problems.That 
meant  you  had  to  know  everything. 
Now  we  are  no  longer  managers.  Were 
coaches.  And  we  have  to  let  teams  find 
their  own  way  and  take  care  of  prob¬ 
lems.” 

So  far  the  numbers  are  good,  with  cir¬ 
culation  up  about  500  daily  and  Sunday, 
despite  an  11%  hike  in  home-delivery 
prices. 

The  Times  sells  only  seven-day  sub¬ 
scriptions,  100%  office  paid.  It  has  had 
no  turnover  among  district  managers  in 
over  2  years  and  has  low  turnover,  12%, 
among  its  force  of  165  carriers,  all  but  a 
handful  of  youths. 

The  organizational  change  also  has 
given  managers  a  new  awareness  of 
expenses  and  revenues. 

“Before,  the  promotion  manager  and 
myself  would  develop  a  scheme,”  Water¬ 
man  said. 

“District  managers  didn’t  know  about 
cost  and  didn’t  know  about  retention. 
Now  they  are  actively  involved  in  acquir¬ 
ing  and  maintaining  lists.  Now  that  they 
are  responsible,  we  are  not  giving  them 


lists  to  call  back.  Now  they  feel  that  we 
trust  them  more.  It’s  really  results  dri¬ 
ven.” 

Some  of  the  more  veteran  workers 
craved  direction  and  needed  “some  hand 
holding,  but  we  pushed  that  down  on 
the  team  to  solve.  We  found  they  are 
much  more  effective  at  handling  those 
problems,”  Waterman  said.  “I’ve  been 
really  gratified  with  ways  they  have 
come  up  with  to  solve  problems  and  to 
sell  products.” 

For  example,  one  manager  recently 
proposed  a  radio  campaign,  tied  to  the 
new  Friday  magazine,  urging  listeners  to 


call  in  to  get  a  week  for  free  with  a  sub¬ 
scription.  Waterman  ordered  the  man  to 
investigate  ratings  and  prices  before 
approving  it  —  the  first  campaign  of  its 
type  for  the  Times. 

Waterman  recommends  the  system  to 
papers  that  have  office  payment, 
because  collections  are  too  much  to 
handle. 

“It’s  very  difficult  to  move  to  the  next 
level  if  managers  are  running  around  col¬ 
lecting  bills  from  children,”  he  said. 

Compensation  for  sales  and  service 
managers  has  not  changed,  but  adjust¬ 
ments  are  planned. 
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Revenue  Stream 


The  ORLANDO 

Sentinel  Itl-hOUSO 

computerized  QC 

telemarketing 
system  to  ped¬ 
dle  subscriptions, 

but  now  plans  to  put  it  to  work  rounding 
up  customers  for  local  businesses  —  and 
revenue  for  the  newspaper. 

Last  summer,  the  Sentinel  installed  a 
new  Telecorp  System  9000  predictive 
dialing  system  (Telecorp  has  since  been 
acquired  by  Syntellect  Inc.,  Roswell,  Ga.) 
that  automatically  dials  numbers  and  for¬ 
wards  to  agents  only  the  calls  that  people 
pick  up.  It  disregards  busy  signals  and 
calls  to  answering  machines,  hospitals 
and  homes  outside  designated  areas.  It 
records  the  disposition  of  calls,  including 
reasons  customers  decline  to  subscribe, 
to  create  a  database  of  mailreting  infor¬ 
mation.  With  interfaces  to  other  systems, 
it  can  also  call  new  subscribers  for  verifi¬ 
cation  and  can  generate  letters  of  thanks 
to  them. 

The  system  does  so  much  so  effi¬ 
ciently  that  it  created  overcapacity  in  the 
Sentinefs  telemarketing  operation,  con¬ 
sisting  of  two  shifts  daily  of  14  people 
each. 


In-house  circulation 
telemarketing 
goes 

commercial 


So  the  newspa- 
irculation  per  decided  to  go 

ketina  ““  'K' 

^  ketmg  busmess, 

?S  much  like  newspa- 

^rcial 

mercial  printing  to 
utilize  their  expen¬ 
sive  presses  during  off  hours. 

“Instead  of  getting  rid  of  people,  we 
chose  to  use  them  to  make  money,”  said 
Robert  W.  Eickhoff,  Sentinel  vice  presi¬ 
dent  and  circulation  director. 

The  technological  horsepower  of  the 
autodialing  s>'stem,  added  to  the  Sen- 
tinePs  existing  telemarketing  expertise, 
“caused  us  to  think  differently  about 
how  we  might  leverage  this  expertise,” 
Eickhoff  said.  “By  utilizing  the  autodialer 
for  outside  clients,  we  hope  to  build  a 
profitable  business  and  provide  a  valu¬ 
able  service  to  local  businesses.” 

Tests  with  an  extermination  and  lawn- 
care  company  have  gone  well  and  are 
continuing,  Eickhoff  said,  adding,  “We 
expect  to  earn  real  money  off  this  before 
the  end  of  this  year.” 

In  telemarketing,  an  industry  with  less 
than  a  sterling  reputation,  the  Sentinel 
anticipates  its  strong  local  identity  will 
give  it  a  leg  up  on  competitors.  It  hopes 
to  tap  typical  telemarketing  users  in  such 
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Orlando  Sentinel  circulation  director  Bob  Eickhoff  (right)  with  telemarketing  manager 
Helen  Kapelka  and  consumer  sales  manager  Chip  Danneker  in  the  telemarketing  center 


service  businesses  as  landscaping,  pool 
maintenance,  exterminating,  and  con¬ 
tracting  —  most  of  which  need  to  set  up 
appointments  with  prospects. 

Eickhoff  sees  other  opportunities:  in 
cable  systems,  which  rarely  call  sub¬ 
scribers  to  suggest  they  upgrade  their 
service,  and  car  dealers,  which  might 
benefit  by  calling  customers  about  their 
service  appointments.  Other  possibilities 
include  public  opinion  surveys  for  die 
newsroom  and  value-added  services  for 
advertisers. 

The  phone  system  also  creates  a  data¬ 
base  of  what  happened  on  each  call  and 
transfers  it  to  the  circulation  department, 
which  can  develop  mariceting  tactics  in 
response.  The  system  “is  really  a  tool  to 
help  us  better  understand  our  audience,” 
said  Chip  Danneker,  Sentinel  consumer 
sales  and  service  manager.  “It  is  a  system 
that  not  only  allows  for  quicker,  more 
accurate  contacts  but  also  provides  valu¬ 
able  data  in  helping  us  determine  what 
marketing  vehicles  to  use  and  to  see  if 
those  vehicles  are  effective.” 

Plans  call  for  using  the  system’s  power 
to  expand  commercial  telemarketing 
business  next  year. 

The  Sentinefs  budding  new  business 
is  modeled  after  the  Providence  Journal 
Co.,  which  in  1993  took  the  telemarket¬ 
ing  operation  of  its  Providence  Journal- 
Bulletin  commercial  by  forming  a  sub¬ 
sidiary,  Journal  Telemariceting. 

After  more  than  doubling  revenues  in 
each  of  the  last  two  years,  the  unit  is 
looking  to  buy  a  new  phone  system  and 
is  considering  plans  to  expand  further, 
according  to  John  J.  Conaty,  Journal  Tele¬ 
marketing  general  manager  and  former 
Journal-Bulletin  circulation  marketing 
manager. 

Journal  Telemarketing  has  built  rev¬ 
enues  to  “in  the  six  figures,”  not  including 


the  Journal-Bulletin,  Conaty  said.  It  has 
developed  a  double-digit  client  list  that  is 
still  growing  and  includes  firms  in  health 
care,  financial  services,  jewelry,  high-tech 
industries,  and  a  daily  newspaper.  News- 
day,  based  in  Melville,  N.Y,  about  three 
hours  by  car  south  on  Long  Island.  And  it 
has  grown  from  about  30  employees  to 
about  100,  mostly  part  time,  who  work  in 
three  four-hour  shifts  a  day,  and  some¬ 
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times  on  weekends. 

Further  expansion  is  “under  serious 
review,”  Coiuty  said. 

No  conflict  has  emerged  between  the 
Journal-Bulletin’s  interests  and  those  of 
outside  clients,  Conaty  said.  For  non¬ 
newspaper  companies.  Journal  Telemar¬ 
keting  generates  leads,  qualifies  leads  and 
conducts  research,  provides  “intelligence 
gathering”  and  updates  client  databases. 

Conaty  said  Providence  Journal  Co. 
has  “always  been  intrigued  by  the  power 
of  the  phone,”  and  in  1991  looked  for  a 
way  to  exploit  it.  Management  reasoned 
that  companies  in  a  range  of  industries 
need  telemarketing  but  “don’t  know  how 
to  go  about  it,”  he  said.  In  addition,  cor¬ 
porate  downsizing  and  the  desire  to 
avoid  equipment  costs  have  led  more 
companies  to  outsource  telemarketing. 

Now,  with  33  workstations.  Journal 
Telemarketing  is  in  the  market  for  a  big¬ 
ger,  more  modem  system  that  can  handle 
more  business. 

Almost  any  newspaper  with  an  in- 
house  telemarketing  operation  could 
start  a  similar  business,  Conaty  said.  It’s  all 
a  matter  of  “an  individual  decision.” 
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BY  MARK  N.  ROGGEN 


to  ensure  daily  contact  with  carriers.  To 
assure  correct  routing  of  preinserted  live 
sheets  and  advance  sections,  ZlP-zone 
product  identification  should  be  clearly 
indicated  above  each  carrier’s  worksta¬ 
tion  in  the  distribution  centers. 

3  Micro  Zones/Carrier  Routes.  Indi¬ 
vidual  delivery  routes,  operating  within 
each  ZIP-zoned  district,  can  provide 
neighborhood  zoning,  route  by  route, 
below  the  ZIP  code  level.  When 
required,  each  delivery  route  can 
become  a  micro  zone  able  to  deliver  sin¬ 
gle-sheet  ads,  which  carriers  can  hand 
insert  at  distribution  centers. 

The  strength  of  this  1-2-3  zoning  hier¬ 
archy  is  that  it  enables  both  advertising 
and  circulation  to  deal  with  three  levels 
of  zoning  demands  simultaneously  —  all 
within  a  single  distribution  system. 

_ In  effect,  micro 

,  ,  zones  become  the 

■ket  Mismatch  building  blocks 

Bfor  ZIP-zones, 
\  which  in  turn 

become  the  build- 
\  \  ing  blocks  for 

I  I  larger  regional 

/  /  zones. 

Since  trends  indi- 
^  cate  micro  zoning 

will  become  even 
more  important, 
the  1-2-3  configuiar 
tion  provides  a 
Misalignment  between  delivery  platform  for  devel- 

and  ad  zones  plagues  many  oping  better  identi- 

metro  papers.  fication  of  individ¬ 

ual  carrier  routes, 
s.  These  in  terms  of  either  postal  routes  or  ZIP  -i- 
single-  4  groupings.  Additionally,  the  system  will 
out  of  improve  overall  distribution  efficiency 
lould  be  by  simplifying  product  flow  in  the  field, 
ort  easy  To  perform  a  quick  test  of  your 
le  level.  paper’s  current  “Zone  Alignment,”  super- 
ild  geo-  impose  maps  of  home-delivery  and  sin- 
code,  or  gle-copy-sales  districts  atop  a  map  show- 
;  parent  ing  ad  zones. 

11  be  ZIP  Realigning  delivery  and  ad  zones  is 
within  a  never  easy  for  metro  papers,  but  the 
lanagers  benefits  could  prove  the  effort  well 
centers  worthwhile. 


■  ■■  ■  HILE  TARGETING, 

■  ■■  ■  segmenting  and 

■  ■■  ■  delivery  accuracy 

■  II  I  have  become  hot 
I  II  I  buttons  for  most 
I  I  I  I  newspa|>ers,  at  a  lot 
I  I  I  I  of  papers,  the  cireula- 

I  I  I  I  tion  and  advertising 

II  II  departments  still  sub- 

II  II  divide  their  markets 

II  II  differently. 

II  II  Simply  put,  distrib- 
II  II  ution  areas  —  typi- 

II  II  cally  home-delivery 

H  H  and  single-copy  sales 

districts  —  seldom  align  with  ZIP  codes, 
the  basic  units  by  which  advertisers  tar¬ 
get  their  preprint  buys. 

This  evolved  difference  in  how  metro 
markets  are  zoned  for  the  purposes  of 
distribution  and  preprint  sales  makes  it 
harder  and  harder  to  deliver  a  growing 
diversity  of  preprints  to  ever  more  ZIP 
and  micro-zones.  The  routing  process 
usually  involves  interpolation  of  increas¬ 
ingly  smaller  ad  zones  onto  a  matrix  of 
traditional  delivery  districts,  typically 
defined  by  truck  runs  and  carrier  routes 
established  long  before  today’s  targeting 
marketing  was  ever  conceived.  Some¬ 
times,  along  the  way,  a  clear  picture  of 
zoning  accuracy  is  lost. 

In  addition,  operating  delivery  dis¬ 
tricts  that  do  not  align  with  advertising 
zones  can  result  in  numerous  short 
insert  runs  being  split  between  two  or 
more  delivery  trips,  which  in  turn  create 

complicated  mail-  _ 

room  and  loading 

familiar  distribution 

divide  and  conquer 
the  metro  ma^et 

mon 


An  argument 
for  coordinating 
distribution  zones  with 
preprint  ad  zones  in 
metro  markets 


Ad  Zones  Delivery  Districts 


geographic 


Roggen  runs  Roggen  Management 
Consultants,  a  New  York-based  firm 
devoted  to  newspaper  logistics. 
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Collaboratino 

)n  Distributioi 


■IHDiHE  TAMPA  TRIBUNE  is  cut¬ 
ting  the  cost  of  distribut¬ 
ing  papers  in  outlying  coun¬ 
ties,  while  the  New  York  Tunes 
Co.’s  Florida  papers  are  using 
their  contract  carriers  to  gen¬ 
erate  new  revenues. 

“We  call  it  partnerships,  and 
it  makes  good  economic 
sense,”  said  Robert  E.  Brown, 
Tribune  distribution  manager. 

“We  deliver  in  25  counties. 
It  makes  sense  to  go  into  the 
fringe  areas  and  take  a  local 
partner  and  have  their  carrier 
force  deliver  our  paper  to  our  sub¬ 
scribers,  while  they  are  delivering  their 
paper  to  their  customers.There  are  great 
economics  in  doing  that.” 

How  much?  “About  $2  million  worth 
of  bottom  line  impact  annually  on  the 
partnerships  we’ve  already  done,”  Brown 
said.  The  agreements  allowed  the  Tri¬ 
bune  to  lay  off  about  60  of  its  employee 
carriers,  about  half  of  whom  were 
picked  up  by  the  Tunes  Co.  papers  as 
independent  contractors.  Brown  said. 
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Erstwhile  regional 
competitors  discover 
cooperation  is  more 
profitable  than 
confrontation 


The  agreements  apply  to  home-deliv¬ 
ery  subscribers  and  single<opy  outlets. 
The  Times  Co.’s  contract  carriers  distrib¬ 
ute  about  20,000  copies  of  the  Tribune 
in  their  respective  distribution  areas  far 
from  Tampa,  and,  in  return,  the  Trib  dis¬ 
tributes  about  3,500  copies  of  the  Times 
Co.’s  regional  papers  in  the  Tampa  area 
through  its  employee  carriers.  The  num¬ 
bers  are  larger  on  Sunday. 

The  Tribune  pays  more  than  it  col¬ 
lects,  but  still  saves  compared  with  the 
cost  of  delivering  to  distant  subscribers 
using  its  employee  carriers. 

Phil  Hanna,  New  York  Tunes  Co. 
regional  newspapers  circulation  vice 
president,  called  the  setup  “a  classic  win- 

_  win  situation  for 

JJORAHOEPARK  two  newspaper 

^»T.  AuausTNiE  companies.  It 

^  aUows  Tampa  to 

St.  Johns  continue  its  pres- 

PALATKA  e 
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pers,  as  in  other  industries,  have  had  to 
redefine  relationships  with  customers, 
suppliers,  and,  sometimes,  erstwhile 
competitors. 

While  newspaper  operators  have  for 
years  clustered  properties  geographi¬ 
cally  to  leverage  sales,  distribution,  edito¬ 
rial  resources  and  production  capacity, 
cooperating  with  neighboring  papers,  or 
national  papers,  as  a  way  of  cutting  costs 
or  building  revenue,  is  relatively  new, 
and  Florida  is  a  proving  ground. 

Nationally,  the  Fort  Lauderdale  Sun- 
Sentinel  delivers  the  New  York  Times 
national  edition  to  18,000  weekday  sub¬ 
scribers  in  Broward  and  Palm  Beach 
counties  (E&P,  Feb.  3,  pp.  9-10)  as  part 
of  the  Times'  new  distribution  strategy. 
Locally,  the  Palm  Beach  Post  delivers  the 
Miami  Herald  to  about  10,000  sub¬ 
scribers  in  Palm  Beach  County,  an  area 
the  Herald  had  considered  abandoning 
distribution. 

In  the  case  of  the  Tampa  Tribune, 
loc'ated  on  Tampa  Bay  on  Florida’s  west 
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coast,  the  main  competition  is  the  St. 
Petersburg  Times,  westward  across  the 
bay.  The  New  York  Times  Co.  papers  that 
the  Tribune  is  working  with  are  arrayed 
in  a  big  semicircle  stretching  north,  east 
and  south  of  Tampa  Bay.  Southward,  the 
Sarasota  Herald-Tribune  delivers 
papers  to  Tribune  subscribers  in  Mana¬ 
tee  and  Sarasota  counties,  while  the  Tri¬ 
bune  delivers  the  Herald-Tribune  in  De 
Soto  County. 

To  the  north,  the  Ocala  Star-Banner 
delivers  the  Tribune  in  Marion  County, 
and  in  Alachua  County  the  Gainesville 
Sun  delivers  the  Tribune  from 
Gainesville  northwest  to  Tallahassee. 

Eastward,  the  Lakeland  Ledger  in  June 
began  delivering  the  Tribune  around 
Winterhaven  in  Polk  County  and  the  Tri¬ 
bune  began  delivering  the  Ledger  in 
northeast  Hillsborough  County  and 
Plante  City. 

Plans  call  for  similar  deals  with  the 
Star-Banner  in  Citrus  County  and  with 
tlie  Ledger  in  southeast  Polk  County.  The 
Tribune  is  negotiating  with  other  papers 
for  similar  deals.  Brown  said. 

One  paper  simply  trucks  bundles  to 
the  delivering  paper’s  plant.  Carriers 
have  no  problem  adjusting  to  the  added 
deliveries,  executives  said. 

The  St  Petersburg  Times,  meanwhile, 
is  “aware  of  it  and  we  are  monitoring  it,” 
Mike  Foley,  Times  vice  president  and 
spokesman,  said  of  the  Tampa  Tribune's 
distribution  agreements.  “Our  biggest 
concern  in  a  situation  like  that  would  be 
whether  we  could  maintain  the  high 
level  of  service  that  we  require.” 

Service  hasn’t  been  an  issue,  however, 
participants  said.  “It’s  worked  out  very 
nicely,”  Brown  said  of  the  arrangements, 
which  kicked  off  last  December. 

“One  of  the  things  we  learned  from 
this  experience  is  our  carrier  force  is 
ready,  willing  and  able  to  do  address  spe¬ 
cific  delivery  to  not  only  our  current 
customers  but  to  customers  of  other 
newspapers,”  Hanna  said.  “We’ve  had  no 
problems  with  complaints.  It  has  been 
just  seamless.” 

The  Tribune's  agreements  appear  to 
be  the  most  extensive  series  of  coopera¬ 
tive  distribution  arrangements  between 
newspapers  anywhere.  The  movement 
began  with  a  conversation  last  year 
between  Hanna  of  the  New  York  Times 
Co.  and  Jack  Butcher,  publisher  of  Media 
General  Inc.’s  Tribune.  They  wondered 
whether  there  wasn’t  a  better  way. 

“It  saves  us  a  tremendous  amount  of 
distribution  costs,  and  that  goes  to  bot- 
I  tom  line,”  Brown  said.“If  you’re  doing  the 


delivery,  there’s  revenue  there.  There’s 
money  to  be  made  adding  revenue  or  by 
lowering  costs.” 

Asked  about  the  cultural  change  of 
joining  forces  with  neighboring  papers 
that  might  have  been  considered  mar¬ 
ginal  competitors  in  the  past,  Hanna  said 
the  economics  of  newspapers  have 
changed  since  newsprint  costs  began 
skyrocketing  two  years  ago  and  the 
financial  terms  are  simply  too  good  to 
resist. 

“Jack  Butcher  and  I  are  20-year 
friends,”  Hanna  said.  “We  are  in  business 
to  make  money,  both  companies.  I  don’t 
see  where  if  somebody  has  got  2,000  cir¬ 
culation  in  a  county,  and  we’ve  got 
50,000,  that  it’s  a  big  deal.” 


Alternatives  Up 

WHILE  DAILY  NEWSPAPERS  have  lost 
some  4  million  in  circulation  in  the 
past  few  years,  the  alternative  weeklies, 
overwhelmingly  unpaid,  have  nearly  dou¬ 
bled  distribution  to  6  million  since  1989. 

Jeff  vonKaenal,  president  of  the  100- 
member  Association  of  Alternative 
Newsweeklies,  said  free  circulation 
helps  in  reaching  people  who  don’t 
read  dailies,  but  it  isn’t  necessarily  the 
key. 

“It’s  that  we  are  doing  the  kind  of 
journalism  that  is  more  in  line  with  the 
Baby  Boomers  and  Generation  Xers,”  he 
said.  In  support,  he  said  he  checked 
media  audit  data  for  1 1  maricets  between 
1990  and  1995  and  found  a  15%  drop  in 
the  number  of  people  who  said  they 
read  a  newspaper  yesterday,  including  a 
34%  drop  by  people  age  18  to  34. 

“It’s  not  the  cost  of  the  paper  that 
matters.  It’s  the  paradigm  in  wliich  sto¬ 
ries  are  written,”  vonKaenal  said.  “The 
alternative  papers  have  figured  that  out 
and  are  in  tune”  with  younger  readers. 

He  pointed  to  Chico  and  Sacramento, 
California  markets  where  he  operates 
the  alternative  News  &  Review  papers. 
In  each  place,  the  daily  started  an  inde¬ 
pendently  distributed  free  weekly  to 
compete  with  him,  but  in  each  case 
ended  free  distribution. 

Now,  he  said,  alternative  circulation 
nationally  has  reached  the  point  that 
national  advertisers  can  roll  out  an  ad 
campaign  in  the  alternative  press  — 
which  wasn’t  practical  before  —  and 
joint  ad  sales  by  the  association’s  coop¬ 
erative  have  boosted  revenues  to  $2  mil¬ 
lion  in  1S>95,  expected  to  grow  to  $7  mil¬ 
lion  this  year. 


'Serious  Weekend' 

Lifts  Ciiculation 

The  criT  of  Columbia,  S.C.,  wanted  to 
convert  Sunday  and  weekend  sub¬ 
scribers  to  three-day  subscriptions. 

It  started  out  offering  4,000  homes  in 
six  ZIP  codes  in  growing  areas  special 
rates  of  $2  a  week  and  a  coffee  mug. 
Free  samples  of  the  revamped  Friday 
paper  were  delivered  for  eight  weeks. 

The  Serious  Weekend  program 
involved  telemarketers,  district  man¬ 
agers  and  carriers,  plus  support  staff,  the 
newspaper’s  employee  newsletter  said. 

Using  a  first-name  approach,  telemar¬ 
keters  signed  nearly  1,000  people  over 
four  days.  Readers  who  refused  or  who 
couldn’t  be  reached  were  contacted  in 
person. 

The  results?  Employees,  exceeding 
the  goal  of  4,000  higher  Friday  circula¬ 
tion,  brought  in  over  5,000  orders,  lifting 
circulation  for  the  day  to  over  133,000. 

“We  all  felt  that  working  together 
gave  us  a  better  chance  of  success,”  said 
Chris  Bane,  metro  home-delivery  coordi¬ 
nator. 

Georgia  PM  Bows 
Saturilay  Edition 

THE  ROCKDALE  (GA.)  Citizen  planned 
I  to  start  a  Saturday  edition  just  for  the 
Olympics,  but  perceived  reader  and 
advertiser  demand  prodded  manage¬ 
ment  to  make  it  permanent. 

The  Gray  Communications’  daily, 
based  in  Conyers,  has  been  publishing 
five  afternoons  a  week  since  1978  and 
has  daily  circulation  of  10,200.  The  Sat¬ 
urday  paper  debuts  July  20. 

“Initially,  our  intent  was  just  to  publish 
a  Saturday  morning  newspaper  to  pro¬ 
vide  a  wrap-up  for  the  week’s  Olympic 
events  during  the  two  weeks  of  the 
Olympiad.  However,  a  random  survey  of 
readers  and  advertisers  provided  such 
positive  feedback,  we  decided  to  publish 
six  days  a  week  on  a  regular  basis,”  pub¬ 
lisher  Richard  T.  Rae  said. 

The  Olympics,  including  the  construc¬ 
tion  in  Conyers  of  the  Georgia  Interna¬ 
tional  Horse  Paik  for  equestrian  events, 
has  focused  attention  on  Rockdale 
County,  where  population  and  retail 
sales  have  grown  steadily  over  last 
decade,  “and  we  see  the  need  to  expand 
our  frequency  to  provide  readers  with  a 
more  comprehensive  package  each 
week,”  Rae  said. 
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Ambrose  Bierce:^ 

•  Alone  in  Bad  Company 
,  By  Roy  Morris  Ir. 

Oown  Publishers,  201  I'.  5()th  St., 
.  Nc\vYork,N.Y,  10022 
-  306  pages,  $303)0, 


WHEN  FAMED  COLUMNIST 
and  short  story  writer 
Ambrose  Bierce  did  not  like 
someone  or  something,  there  was  no 
doubt  where  he  stood.  He  brought  out 
his  heavy  artillery,  a  devastating  wit  and 
satire  that  permitted  no  mercy  on  his 
enemies.  Unfortunately,  all  humankind, 
even  God  and  himself,  seemed  to  be 
numbered  among  his  enemies.  The 
book  is  aptly  subtitled:  He  was  his  own 
best  bad  company. 

Bierce  (1842-1914),  after  extended 
service  in  the  Union  army  in  the  Civil 
War  where  he  was  seriously  wounded 
and  cited  for  bravery,  bounced  around  a 
series  of  magazines  and  newspapers  in 
England  and  the  United  States,  mostly 
in  the  West,  as  an  interim  and  freelance 
writer.  It  was  as  editor  of  the  San 
Francisco  News  Letter  and  as  writer  of 
his  biting  satirical  column,  “Town  Crier,” 
that  he  began  to  gain  attention. 

At  a  time  when  he  was  living  in 
Oakland,  emerging  media  tycoon 
William  Randolph  Hearst  showed  up  at 
his  doorstep.  Morris  recalls  the  story  in 
Bierce’s  own  words:  “I’ve  found  a 
young  man,  the  youngest  man,  it 
seemed  to  me,  that  I  had  ever  confront¬ 
ed.  His  appearance,  his  attitude,  his 
manner,  his  entire  personality  suggested 


extreme  diffidence.  I  did  not  ask  him 
in,  install  him  in  my  better  chair  (I  had 
two)  and  inquire  how  we  could  serve 
each  other.  If  my  memory  is  not  at  fault, 

I  merely  said,  ‘Well,’  and  awaited  the 
result. 

“‘I  am  from  the  San  Francisco 
Examiner',” he  explained  in  a  voice  like 
the  fragrance  of  violets  made  audible, 
and  backed  a  little  away. 

“‘Oh,’  I  said, ‘you  come  from  Mr. 
Hearst.’  Then  that  unearthly  child  lifted 
its  blue  eyes  and  cooed: ‘I  am  Mr. 
Hearst.’” 

Thus  began  a  20-year  relationship 
with  Hearst’s  papers  continuing  until 
1906.  Bierce  would  savage  everything 
in  his  columns,  and  Hearst  called  on  his 
satirical  talents  to  unleash  salvos  on  rail¬ 
road  barons  opposed  by  Hearst.  Bierce 
is  best  remembered  by  three  things:  a 
cryptic  poem,  a  short  story  and  a  devil’s 
dictionary.  A  poem  which  Bierce  wrote 
for  Hearst’s  New  York  Journal  was  seen 
as  advocating  the  assassination  of 
President  William  McKinley  It  came 
back  to  haunt  Hearst  as  he  sought  polit¬ 
ical  office.The  controversial  poem  gets 
short  shrift  here  and  an  explanation  of 
Hearst’s  role  in  using  it  is  missing. 

More  attention  is  paid  to  Bierce’s 
short  story,  Occurrence  at  Owl  Creek 
Bridge,  one  of  the  most  famous  in 
American  literatiuc.  Morris  discusses 
the  strands  and  nuances  of  the  story  at 
length  and  also  has  comments  on 
Bierce’s  many  otlier  stories. 

Definitions  in  Bierce’s  The  Devil’s 
Dictionary  often  are  “howlingly  ftmny,” 
as  Morris  puts  it.  For  instance,  “ONCE, 
adv..  Enough”;  “BRIDE,  n.,  A  woman  with 
a  fine  prospect  of  happiness  behind 
her”;  “ALONE,  adj.,  In  bad  company.” 

In  discussing  a  number  of  Bierce’s 
short  stories  about  the  Civil  War,  among 
them.  What  I  Saw  at  Shiloh,  Morris 
puts  the  work  in  context  of  Bierce’s 
own  war  experiences  and  the  context 
of  the  times  many  years  later  when 
Bierce  was  writing  the  stories. 

Bierce  was  prolific;  his  published 
works  comprise  12  volumes.  His  death 
remains  a  mystery.  He  wrote  letters  to 
friends  in  late  1913  that  he  was  going 
to  Mexico,  which  was  in  the  middle  of 
a  seven-year  revolution  in  which  a  mil¬ 
lion  died. 

Most  believe  that  he  died  there,  per¬ 
haps  caught  in  a  battle.  Some  believe, 
and  Morris  seems  to  be  among  them. 


that  the  letters  were  a  decoy;  that  Bierce 
did  not  go  to  Mexico  but  stole  away  to 
an  obscure  part  of  the  Grand  Canyon 
and  shot  himself. 

Morris  is  editor  of  America's  Civil 
War  and  author  of  books  on  the  Civil 
War. 


Simon  honored 

SEN.  PAUL  SIMON  (D-lll.)  is  slated  to 
be  inducted  into  the  International 
Newspaper  Carrier  Hall  of  Fame  during 
the  Newspaper  Association  of  America’s 
marketing  conference  in  Chicago. 

Simon,  who  has  announced  his  inten¬ 
tion  to  retire  at  the  end  of  his  current 
term  in  1997,  worited  as  a  carrier  for  the 
Register  Guard  in  his  hometown  of 
Eugene,  Ore. 

“It  seemed  big  to  me  at  the  time,”  he 
said. 

“I  used  to  go  around  on  my  Silver  King 
bike  and  collect.  We  had  a  little  card  [on 
which]  we  kept  track  of  who  paid.” 


Post  dividend 

The  WASHINGTON  POST  board  of 
directors  declared  a  regular  quarterly 
dividend  of  $  1 . 1 5  per  share,  payable  Aug. 
9  to  shareholders  of  record  on  July  26. 


Applications  are  being  accepted  for  a 
two-week  working  fellowship  in  Ja¬ 
pan  for  U.S.  newspaper  journalists. 
Autumn  program  includes  an  indepen¬ 
dent  writing/research  project.  Pro¬ 
gram  covers  all  costs  for  the  eight  jour¬ 
nalists  selected. 


Deadline:  August  1 


For  information  and  application 
materials,  please  contact  (in  writing): 
ICFJ-IBCC  Journalism  Fellowship  in 
c/o  International  Center  for  Journalists 
1616  H  Street,  NW,  Third  Floor 
Washington,  D.C.  20006 
Fax:  (202)  737-0530 
E-mail:  editor@cfj.org 
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SII  Names 
New  CEO 


Vendor's  third 
chief  in  six 
niftnlhs  has  a 
back}>round  in- 
communications 

i 

rather  than 
computers 


System  integrators  INC.  didn’t  have 
to  look  long  or  far  for  a  new  chief  execu¬ 
tive.  It  hired  the  local  cable  guy. 

A  Sacramento  resident  since  the  mid- 
1980s,  communications  industry  investor 
Frank  Washington  has  served  as  a  newspaper  com¬ 
pany  executive  and  federal  policy  adviser.  In  recent 
years,  he  has  consulted  for  and  considered  buying 
the  locally  headquartered  newspaper  systems  ven¬ 
dor.  He  also  sold  most  of  his  cable-television  inter¬ 
ests. 

Named  CEO  July  1,  Washington  succeeded  Erika 
Williams,  who  was  hired  last 
year  as  SII’s  chief  operating 
officer  and  for  three  months 
served  as  interim  CEO  upon 
the  sudden  departure  of 
William  Aaronson  in  March. 

A  former  Amdahl  Corp. 
executive,Williams  resigned 
June  7  to  become  CEO  at 
Cincinnati  Microwave,  where 
she  already  served  as  a  direc- 
tor. 

Sn  business  development  vice  president  Stephen 
E.  Nilan  called  Washington’s  selection  “a  very  close¬ 
ly  held  piece  of  information.” 

A  day  after  the  announcement,  he  said  that  as  far 
as  he  knew,  “no  one  in  the  user  group  knew  about 
this  until  yesterday,”  when  Sn  informed  all  its 
employees. 

Washington  said  his  appointment  was  “a  surprise 
to  just  about  everybody”  —  the  one  certain  excep¬ 
tion  being  McClatchy  chairman  Erwin  Potts,  a  for¬ 
mer  employer  and  reference  for  Washington. 

Reporting  to  Washington  are  chief  operating  offi¬ 
cer  Jack  Pritchard  and  chief  financial  officer  Jim 
Williams. 

The  48-year-old  Yale-trained  lawyer  worked  for 
two  sn  customers  in  the  1980s:  In  Sacramento,  he 
was  vice  president  in  charge  of  McClatchy 
Newspapers’  former  cable  holdings;  in  Los  Angeles, 
he  led  Times  Mirror  Co.’s  Videotex  America  unit. 

Nilan  said  Washington’s  selection  was  “some¬ 
what  coincidental”  because  although  he  woriced 
for  Sn’s  hometown  media  company,  he  was 
unknown  to  its  publishing  systems  vendor. 

Three  years  ago,  Washington  began  consulting 
for  sn  “off  and  on  for  several  months  ” 

In  a  telephone  interview  the  day  after  taking  his 
new  job,  he  said  he  became  familiar  with  SII  dur¬ 
ing  his  work  for  the  two  newspaper  publishing 


chains,  and  that  it  was  he  who  approached  the 
company. 

Owing  to  “intuition”  and  sensing  “an  opportimity 
there,”Washington  tried  to  learn  more  about  Sn 
while  still  involved  in  several  cable  IW  ventures 
and  exploring  various  interactive  technologies.  He 
said  he  also  studied  several  other  firms  serving  the 
same  market  to  gain  a  better  understanding  of  the 
industry. 

“I  do  a  variety  of  things,  and  I  use  the  consulting 
a  lot  of  times  for  getting  my  nose  under  the  tent,” 
he  said  —  not  so  much  to  earn  consulting  fees,  he 
added,  but  to  learn  what  he 
can  about  “possible  acquisi¬ 
tion  targets.” 

When  sn  sought  bankrupt¬ 
cy  protection  almost  three 
years  ago,  he  broke  off  con¬ 
sulting,  but  kept  in  touch 
with  Nilan,  as  well  as  with 
two  former  SII  employees 
involved  in  one  of  his  pro¬ 
jects. 'When  he  soon  after 
raised  the  possibility  of 
acquiring  the  company,  he 
recalled,  Nilan  persuaded  him 
the  situation  was  too  com¬ 
plex  and  “not  worth  my  time 
trying  to  step  into  the  whirl¬ 
wind.” 

Confirming  having  warned 
away  Washington  at  that 
point,  Nilan  said  much  had 
changed  in  the  past  12  to  18 
months.  So  when  Sn 
emerged  from  bankruptcy, 

Washington  again  approached  Nilan  “about  the 
possibility  of  an  acquisition,”  and  nine  months  ago, 
after  having  “pestered  him  a  couple  of  times,”  Nilan 
was  “a  lot  more  positive”  about  the  prospects  of  an 
acquisition  overture. 

For  reasons  he  would  not  disclose,  Washington 
said  discussions  that  first  focused  only  on  a  lever¬ 
aged  buyout  “transformed  over  time”  to  a  point 
where  he  saw  that  the  “quickest  way”  to  avail  him¬ 
self  of  an  eventual  acquisition  opportunity  was  to 
take  the  CEO’s  job. 

“That  would  obviously  give  me  a  chance  to  have 
a  handson  due-diligence  process”  while  trying  to 
“stabilize  the  company  at  the  same  time.” 

The  new  chief  executive  said  SII  mast  “do  a  bet¬ 
ter  job  of  fulfilling  customer  needs”  in  supplying 


"While  the  technology  can  be 
wonderful ...  we  cannot  be 


driven  by  the  technology. 

We  need  to  be  focused  on  our 
customer  base,  and  what  their 
needs  and  desires  are." 

—  Frank  Washington,  CEO, 
Systems  Integrators  Inc. 
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systems  to  produce  printed  newspa¬ 
pers.  “I  still  think  that’s  a  real  important 
market,”  he  said.  “It  sure  as  heck  isn’t 
going  away  any  time  soon.” 

At  the  same  time,  Washington  said  he 
“absolutely”  wUl  increase  the  emphasis 
on  supporting  newspapers’  entry  into 
new  electronic  media.  “That  is  the 
future,”  he  said,  “not  only  of  this  compa¬ 
ny,  but  1  think  it’s  obviously  got  very 
strategic  overtones  for  the  newspapers 
themselves.” 

The  fundamental  job  at  hand,  he  said, 
is  identifying  and  understanding  SlI’s 
core  competence.  And  while  citing 
“incredibly  valuable  and  important 
involvement”  in  producing  printed 
papers,  he  said  that  same  “core  compe¬ 
tence  is  translatable  into  other  areas” 
witfi  an  equal  need  for  gathering,  pro¬ 
cessing  and  distributing  information. 

“The  entire  company  needs  to  start 
to  think  that  way,”  he  remarked,  while  at 
the  same  time  it  redoubles  its  awareness 
that  it  owes  its  existence  to  its  cus¬ 
tomers. 

“While  the  technology  can  be  won¬ 
derful,  and  obviously  many  times  can  be 
the  basis  for  opening  up  whole  new 
avenues  of  revenue  for  newspaper  com¬ 
panies  as  well  as  us,  we  carmot  be  dri¬ 
ven  by  the  technology'.We  need  to  be 
focused  on  our  customer  base,  and 
what  their  needs  and  desires  are.” 

With  a  background  in  various  print 
and  electronic  media,  it’s  no  surprise 
that  Washington  sees  multimedia  oppor¬ 
tunities  for  newspapers.  Created  to 
deliver  products  that  cormect  newspa¬ 
per  prepress  to  electronic  media,  SII’s 
MediaBridge  division  (nm  by  Nilan  until 
it  was  folded  into  the  professional  ser¬ 
vices  division  during  last  winter's  con¬ 
solidation)  resulted  from  Washington’s 
initial  consulting  work.  He  said  he  had 
not  yet  had  a  chance  to  determine 
“what  makes  the  most  sense”  for  carry¬ 
ing  out  the  MediaBridge  mission. 

Washington  said  his  experience  with 
Times  Mirror’s  videotex  project  con¬ 
vinced  him  that  newspapers  can  con¬ 
tribute  something  of  great  importance 
and  value  to  cyberspace  ventures. 

In  any  market,  he  said,  the  newspaper 
is  “the  single  largest  repository ...  of 
local  information.  And  while  some  of 
these  other  media  have  pretensions 
about  going  out  and  sort  of  duplicating 
that  process,  if  I  had  to  put  my  bet 
somewhere.  I’m  thinking  that  ultimately 
it’s  going  to  be  [newspapers]  supplying 
a  lot  of  that  information  to  these  guys.” 


And  his  company’s  role  in  this? 

“A  cable  company,  with  all  due 
respect,  is  not  set  up  to  be  a  local  gath¬ 
erer  of  information,”  said  the  man  who 
came  very  close  to  swinging  a  $2.2  bil¬ 
lion  deal  for  Viacom  cable  properties. 

“In  that  particular  chemistry,  in  that 
alignment  of  elements,  I  think  there  is  a 
role  for  somebody  like  a  System 
Integrators  to  act  as  a  conduit  and  a 
translator  of  the  information  from  the 
originator  to  the  other  media,”  which  he 
said  are  more  distributors  than  collec¬ 
tors  of  information. 

News  isn’t  the  only  information,  and 
if  newspapers  do  nothing  to  exploit 
online  classified  advertising,  said 
Washington,  “They  sure  as  heck  are 
going  to  lose  that  franchise,  and  it’s 
probably  at  the  top  of  their  list.” 

To  help  them,  he  said  SII  must  change 
and  somewhat  expand  its  role. 

Washington  said  his 
experience  with 
Times  Mirror’s  videotex 
project  convinced  him 
that  newspapers  can 
contribute  something 
of  great  importance 
and  value  to 
cyberspace  ventures 


“I  don’t  think  we  can  continue  to  act 
as  the  sort  of  commodity  pass-through 
that  we  have  in  the  past,”  he  said,  stress¬ 
ing  tliat  it  is  time  to  begin  “anticipating” 
changes,  become  “more  active”  and  per¬ 
haps  function  as  a  “value-added  consult¬ 
ant”  to  newspapers,  helping  them  figure 
out  the  right  approach.  “I  think  that’s 
where  my  kind  of  background  and 
expertise  can  be  of  some  particular 
advantage.” 

Washington  said  his  “background  and 
expertise”  amounts  to  “cumulative  expe¬ 
rience”  in  cable  TV,  interactive  enterpris¬ 
es  and  understanding  the  workings  of 
local  markets,  especially  from  his  experi¬ 
ence  in  radio.  “All  those  things  have  to 
be  brought  to  bear,”  he  said,  in  combina¬ 
tion  with  an  awareness  of  current 
trends  in,  and  likely  future  directions  of, 
communications  and  information  tech¬ 
nologies. 

Before  his  work  for  McClatchy  and 
Times  Minor,  Washington  was  on  the 


staff  of  the  White  House  Office  of 
Telecommunications  Policy'  during  the 
Carter  administration.  In  1978,  he 
became  the  legal  assistant  to  the  chair¬ 
man  of  the  Federal  Communications 
Commission,  then  served  as  the  deputy 
chief  of  tlie  commission’s  Broadcast 
Bureau. 

More  recently,  Washington  has  been 
general  partner  in  several  cable  TV  limit¬ 
ed  partnerships.  Among  them  was  San 
Francisco-based  InterMedia  Partners. 
Together  with  five  other  cable  compa¬ 
nies,  InterMedia  in  1989  bought  the 
cable  TV  interests  of  Los  Angeles  Daily 
News  owner  Jack  Kent  Cooke. 

Just  last  year,  Washington  made  news 
when  he  attempted  to  buy  much  of 
Viacom’s  cable  systems  for  more  than 
$2.2  billion.The  purchase  hinged  on  a 
tax  advantage  granted  to  media  con¬ 
cerns  that  sold  to  minority  buyers  —  a 
tax  break  that  Washington  helped  craft 
during  his  stint  with  the  federal  govern¬ 
ment. 

The  negotiations  ended  when 
Congress  repealed  the  provision,  which 
would  have  allowed  Viacom  to  defer 
capital  gains  on  the  sale. 

Washington’s  other  ventures  have 
included  a  CD-ROM  real  estate  informa¬ 
tion  start  up.  From  Sacramento,  the 
Metro  Scan  assessor’s  information  ser¬ 
vice  spread  throughout  California,  was 
sold  toTransAmerica  and  is  now  used  in 
most  states. 

“A  real  frolic  and  a  detour”  was 
Washington’s  description  of  his  launch 
of  a  snowboarders’  magazine,  begun 
with  the  same  partners  with  whom  he 
earlier  invested  in  a  recording  company. 
Washington  said  that  the  publication’s 
growth  required  a  strong  strategic 
investor,  which  led  to  its  sale  to  a  Times 
Mirror  affiliate  that  Washington  said 
already  owned  the  “largest  snowboarder 
magazine  publishing  company  in  the 
world.” 

Hardfy  a  frolic  and  certainly  a  distrac¬ 
tion,  a  lawsuit  that  Washington  inherits 
as  he  takes  the  helm  was  only  “tangen¬ 
tial”  to  consideration  of  buying  or  lead¬ 
ing  sn,  he  said. 

He  added  that  SII’s  suit  against  CE 
Engineering  Publishing  Systems  is  a  mat¬ 
ter  of  great  interest,  one  he’ll  soon  be 
studying  further. 

Washington’s  appointment  is  only  the 
most  recent  of  several  developments 
that  may  have  a  bearing  on  the  compa¬ 
nies’  dispute,  which  E&P  will  update 
next  week. 
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NEWS  TECH 


BY  JIM  ROSENBERG 


Digital’s 

Decimation 


Newspaper 
systems  unit  is 
untouched  by 
loss  of  7,(XX)  jobs 


Digital  equipment  core  employ¬ 
ees  who  work  with  newspapers  and 
their  publishing  systems  vendors 
were  spared  when  the  computer  sys¬ 
tems  and  services  supplier 
announced  it  will  eliminate  7,000  jobs  from  its 
work  force  of  almost  61,000. 

Most  of  the  cuts  announced  eariy  this  month 
will  be  achieved  through  layoffs,  and  about  half 
will  affect  marketing,  which  has  been  shifting  from 
geographic  to  industry  representation. 

The  company  announced  the  cutbacks  and  relat¬ 
ed  $475  million  charge 
against  fourth-quarter  earn¬ 
ings  a  day  after  its  second  in 
command,  computer  systems 
division  chief  Enrico  Pesatori, 
resigned.  Several  factors  were 
cited,  particularly  weak  sales 
of  PCs. 

In  contrast  to  the  loss  of 
billions  of  dollars  in  the  first  half  of  this  decade. 
Digital,  headquartered  in  Maynard,  Mass.,  posted 
profits  for  the  last  six  quarters  after  completing  in 
1994  a  major  restructuring.  Its  current  work  force 
is  about  half  the  size  it  was  five  years  ago. 

The  Wall  Street  Journal  reported  that  Digital’s 
chairman,  Robert  B.  Palmer,  said  several  times  that 
with  60,000  employees,  his  company  was  at  about 
the  right  size. 

Digital’s  Multimedia  Publishing  Services  not  only 
appears  to  have  escaped  the  ax,  but  “we  are  actual¬ 
ly  planning  to  grow  the  group,”  said  consulting 
manager  Joseph  Markowitz.  A  meeting  to  discuss 
needed  expansion  was  to  be  held  one  week  after 
the  grim  decision  was  aimounced. 

“Our  order  rate  is  up,  customers  are  pretty 
happy,  we’re  getting  a  lot  of  repeat  business . . . ,” 
said  Markowitz,  in  a  telephone  conversation  from 
his  Piscataway,  N.J.,  office  the  same  day  that  a 
Midwest  newspaper’s  letter  of  intent  arrived. 
Markowitz  said  he  would  not  disclose  the  cus¬ 
tomer’s  name  until  a  purchase  order  was  in  hand 
—  possibly  as  early  as  mid-August. 

“So  we  are  in  a  very  enviable  position,  particular¬ 
ly  within  DEC,”  Markowitz  concluded. 

Three  weeks  earlier,  at  Nexpo  ’96  in  Las  Vegas, 
Chicago’s  Daily  Southtown  ordered  new  editorial 
and  clas.sified  systems  from  Digital  to  replace  its 
TECS/2  systems.  Like  the  DewarView  sales  this  year 
and  last  to  the  Gary,  lad.,  Post-Tribune  and  Wichita 
(Kan.)  Eagle,  both  Knight-Ridder  papers,  the 


Soutbtoum’s  order  represents  the  repeat  business 
Markowitz  cited. 

The  daily  is  moving  all  but  its  printing  and  mail- 
room  operations  into  a  new  building  it  will  share 
with  parent  company  Hollinger’s  Star  suburban 
weeklies,  which  Digital  put  on  DewarView  editori¬ 
al  and  CompuText  CompuClass  classified  systems  a 
few  years  ago.  Digital  wUl  upgrade  the  latter  to  the 
latest  version  when  it  returns  to  the  Chicago 
group. 

Southtown  systems  manager  Richard  McDonald 
said  that  fix)m  an  external  perspective,  the  papers 
will  have  two  separate  classified  systems  at  their 
single  new  facility,  but  “internally.  I’m  sure,  we’ll  be 
sharing  different  equipment.”  (He  had  no  start  up 
schedule  because  installation  is  tied  to  work  at  a 
site  still  under  preparation.) 

McDonald  was  optimistic  about  the  new  sys¬ 
tems,  saying  that  the  Star  in  Chicago  Heights 
“seems  to  be  very  happy . . .  with  the  implementa¬ 
tion  Digital  did  for  them.” 

Also  at  Nexpo,  Boston-based  Sysdeco  extended 
its  agreement  with  Digital.  Already  authorized  to 
seU  and  integrate  Sysdeco’s  DewarView  systems. 
Digital  now  also  offers  the  Advantage  classified 
sales  system  for  mid-sized  newspapers. 

Designed  for  ad  departments  requiring  no  more 
than  25  workstations.  Advantage  is  a  version  of  the 
Enterprise  advertising  system  developed  by  Sypress 
in  Europe  and  modified  by  Atex  for  the  North 
American  market.  Sysdeco  acquired  Sypress, Atex, 
and  Dewar  Information  Systems  last  year. 


Scitex  Launches 
PressPoint  At 
Olympic  Games 

The  PRESSPOINT  ON-DEMAND  newspaper  dis¬ 
tribution  system  from  Scitex  Corp.  debuts  at  the 
Summer  Games,  quickly  providing  major  worid 
newspapers  via  satellite  to  various  Olympic  sites 
and  hotels  in  Atlanta. 

After  three  years  of  development  and  use  by 
Germany’s  Bild  to  make  same-day  editions  available 
in  the  Far  East  (£6fP,  April  13,  p.  40),  the  system  will 
enable  1 1  dailies  to  be  printed  on  demand  at  a  num¬ 
ber  of  locations.  Content  from  publishers  is  deliv¬ 
ered  by  satellite  in  digital  format  to  printing  devices 
(See  Scitex  on  page  60) 
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INTERACTIVE  COMMUNICATIONS 


BY  JODI  B.  COHEN 


Georgia  Papers’ 
Olympic  Web  Sites 


There’s  a 
potpourri  of 
information 
online 


IT  IS  THE  25th  of  March,  the  day  of  the 
national  celebration. 

The  crowds  are  indescribable,  from  the 
early  hours  in  the  stadium  and  Hermes 
Street  and  in  Constitution  Square,  all  of  them 
festively  decorated. 

They  are  most  excited  in  the  expectation  of  the 
inauguration  of  the  International  Olympic  Games 
in  the  stadium.  All  hasten  from  early  morning  to 
procure  tickets. 

Immediately  after  noon,  the  endless  trek  to  the 
stadium  starts.The  crowd  enters  long  before  the 
hour  fixed  for  the  start  at 
3:30  p.m. 

Welcome  to  Athens,  1896 
—  the  first  ever  modem 
Olympics  —  as  told  by 
Charalambos  Anninos  on  the 
Athens  1896  Web  site 
http://www.orama. 
com/athensl896/info.htm/. 
Even  then,  the  No.  10  tier  on  the  right  side  was 
reserved  for  the  press.  Another  tier  was  set  aside 
for  members  of  pariiament,  and  yet  another  for 
officially  invited  guests  and  officers. 

This  year  marks  the  100th  anniversary  of  the 
modem  Olympic  Games.  How  interesting  that 
some  of  the  events  will  be  held  in  Athens  — 
Athens,  Ga.,  that  is. 

Georgians  couldn’t  be  prouder  and  the  newspa¬ 
pers  couldn’t  be  busier  as  they  head  into  crunch 
time. 

“We’re  ramping  up  for  the  games,”  said  Brian 
O’Shea,  assistant  managing  editor  for  the 
Interactive  Studio  at  the  Atlanta  Journal  and 
Constitution,  a  week  before  tbe  games.  “By  next 
week,  we  will  have  10  full-time  people  devoted  to 
this  project  who  normally  have 
other  jobs  within  the  studio.”  “We  fflll 

Atlantagames  com,  the  Atlanta 
Journal  and  Constitution's  COHSCiOi 

Olympic  Games  site,  and  the  kCCD  thi 

Interactive  Studio,  was  created  ^ 

after  the  Internet  explosion  in  SfYldll,  Cl 

^995.  ijiant  tn 

“We  used  to  be  known  as  elec¬ 
tronic  information  services  in  pdgCS  Cl 

1993,  and  our  main  purpose  was  fhcV  Wh 
to  launch  a  product  on  Prodigy,” 
said  O’Shea.  “We  changed  our  dCVOSS  C 

name  because  we  realized  that  we  hvOWSGt 
are  now  a  shop  that  has  multiple 


“We  ffidke  d 
conscious  effort  to 
keep  the  imdges 
smdll,  dnd  we 
wdnt  to  keep  the 
pdges  cledn  so 
they  will  work 
dcross  d  vdriety  of 
browsers,”  he  Sdid 


online  products.” 

Because  of  the  huge  amounts  of  information  the 
site  contains,  keeping  it  fresh  and  uncluttered  is  a 
challenge. 

“We  make  a  conscious  effort  to  keep  the  images 
small,  and  we  want  to  keep  the  pages  clean  so  they 
will  work  across  a  variety  of  browsers,”  he  said.  “If 
we  think  we  have  a  killer  picture,  we  offer  a  small¬ 
er  version  and  make  the  big  one  optional.” 

Knowing  the  bandwidth  concerns  during  the 
Olympics,  O’Shea  said  he  looks  at  the  site  through 
a  “regular”  modem  to  remind  him  most  Internet 
users  do  not  haveTl  lines.  If  the  page  downloads 
too  slowly,  it  is  modified. 

O’Shea  doesn’t  believe  he  has  any  competition 
on  the  Web  on  his  playing  field.  Although  he 
wouldn’t  talk  numbers,  he  said  his  hits  are  compa¬ 
rable  to  those  AT&T  is  getting  on  its  official 
Olympics  site.  And  it  seemed  to  take  only  a 
nanosecond  for  the  official  site  to  zoom  past 
250,000  hits  per  day. 

“When  the  Games  begin,  the  main  thing  that 
will  be  different  on  the  site  is  that  we  will  begin  to 
focus  much  more  on  the  street-level  activities  and 
the  Atlanta  scene,”  he  said. 

“We  will  have  content  developed  from  reporters 
for  the  print  edition  and  some  of  our  own  staff  will 
be  out  there  with  cameras  and  note  pads  and  get¬ 
ting  still  video  images,  and  some  of  the  content 
will  be  written  by  our  readers.” 

O’Shea  wants  discussion  areas  that  are  key  to 
what  is  going  on  during  any  given  day  during  the 
Olympics  —  like  what  readers  did  that  day  and 
what  they  like  about  Atlanta. 

“I  want  them  to  talk  to  each  other,”  he  said.  “That 
is  something  that  you  can  do  on  the  Web  that  you 
can’t  really  do  in  broadcast  even  or  print  very 
much.” 

,  ^  While  O’Shea  gives  visitors  a  vir¬ 

tual  tour  of  Atlanta,  the  latest 
effort  to  Olympics  news  and  during  the 
Games,  up-to-the-minute  results 
®  and  that  “hometown  feeling,”  the 

d  we  Augusta  Chronicle  and  its 

eeP  the  Georgian  sister  papers  are  concen- 

^  trating  on  the  local  aspects  outside 

Zn  SO  of  Atlanta. 

IDQfp  “Let  me  just  say  we  are  not  try¬ 

ing  to  compete  with  what  those 
Jdriety  of  folks  have  done,”  said  Joseph  Trotz, 
Sdid  director  of  new  media  for  the 

Chronicle. '"9/e  will  concentrate  on 
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INTERACTIVE  COMMUNICATIONS 


Log  On  To  The  Games 


This  year  marks  a  first  for  the  Olympic  Games  —  the 
first  time  it  will  be  live  on  both  your  television  set  and 
computer. 

It  is  estimated  by  Reuters  New  Media  that  on  July  19, 3.5 
billion  people  worldwide  will  watch  the  Olympics  on  tele¬ 
vision.  It  is  expected  the  official  Olympics  Web  site  will  get 
10  million  hits  a  day,  not  to  mention  the  host  of  other  sites 
offering  up  their  slice  of  the  action. 

Listed  below  are  among  the  many  online  sites  where  you 
can  find  Olympic  Games  information. 

♦  www.atlanta.olympic.org  —  the  official  site 
♦  www.atlantagames.com  —  Atlanta  Journal  and 
Constitution  (Atlanta  angle) 

♦  www.augustachronicle.com  —  Augusta  Chronicle  (ath¬ 
lete  training  information  and  pre-Olympic  coverage) 

♦  www.savanews.com  —  Savannah  Morning  News 
(yachting  coverage  with  Sailing  World  magazine) 

♦  www.athensnewspapers.com  —  Athens  Daily  News 


(soccer  coverage) 

♦  www.mccolympics.com  —  Morris  Communications 
Corp.  (coverage  of  events  outside  of  Atlanta) 

♦  pathfinder.com  —  Sports  Illustrated  (ongoing  news  and 
analysis  for  on-field  competition) 

♦  www.olympic.nbc.com  —  National  Broadcasting  Corp. 
(competitor  profiOies,  detailed  programming  schedules,  live 
chats,  etc.) 

♦  www.sportsnetwork.com/bo/html  —  The  Sports 
Network  (devoted  to  in-depth  news  about  the  games) 

♦  www.cnn.com/sports/olympics/index.html  —  CNN 
Atlanta  Olympic  Games  site  (in-depth  stories) 

♦  Espnet.sportszone.com/editors/atlanta96/index.html  — 
ESPN  SportsZone  Olympics  site  (competition  coverage) 

♦  www.usatoday.com/olympics/olyev.htm  —  USA  Today 
Atlanta  ’96  site  (specific  event  information) 

♦  www.pointcast.com  —  PointCast  Inc.’s  free  Internet 
news  network  with  an  Olympic  Games  channel 


the  sporting  events  taking  place  in 
Athens,  Savannah  and  Augusta.” 

The  Chronicle  is  owmed  by  Morris 
Communications  Corp.  (MCC),  which 
owns  papers  nationwfide.The  publishing 
group  will  have  44  credentialed  journal¬ 
ists  who  will  be  working  in  several  dif¬ 
ferent  venues  —  soccer  and  gymnastics 
and  women’s  basketball  in  Athens, 
yachting  in  Savaimah  and  training  for 
several  sports  in  Augusta. 

MCC  has  created  a  bureau  in  Augusta 
drawing  32  journalists  from  MCC 
papers  nationwide  to  feed  the  material 
into  an  intranet  site  for  the  entire  com¬ 
pany  so  it  can  obtain  full  daily  coverage. 

That  material  is  then  being  repurposed 
for  the  Web  at  a  site  called  http://www. 
mccolympics.com/,  which  will  be 
launched  right  before  the 
Games  start.  - - - — ' 


“Our  intention  is  for  it  to  be  a  live 
site  and  updated  often,”  saidTrotz.“A  live 
site  with  live  coverage  . . .  and  because 
we  are  the  home  office,  we  have  been 
saddled  with  the  responsibility.” 

The  new  daily  site  is  called  ©ugusta, 
and  can  be  foimd  at  http://www.augus- 
tachronicle.com/.  Augusta  is  the  sec¬ 
ond  largest  city  in  Georgia  with  no 
Olympic  venues. . .  .However,  it  did 
have  the  largest  concentration  of 
Olympic  training  going  on  outside  of 
Atlanta. 

“We  had  at  least  300  athletes  in  town 
training  in  a  number  of  different  sports,” 
he  said.  “Equestrian,  handball,  shooting, 
table  tennis,  rowing  and  boxing.” 

On  ©ugusta,  visitors  will  find  informa¬ 
tion  on  the  Israeli 

_ boxers,  and  row- 

ers  from  four  dif- 
)iiiiii<Mir^  ferent  countries 

^  who  trained  in 
Augusta.  Visitors 
will  also  find 
information  on 
the  two 
Augusta  resi- 
dents  who  are 

. -  oi,S,'pic 

Yachting  table  tennis 

TOP  STOK' •  ^  for  team  and  the 

•  -batieii'*  _ .  Norwegian 

handball 
teams  that  are 
in  town,  and  so 


Home  page  of  Atlanta  Journal 
and  Constitution's  Olympic  Games  Web  site 


“We  launched 


June  29,  and  the  biggest  part  of  our  site 
at  launch  was  the  pre-Olympics  area,”  he 
said.  “It’s  the  centerpiece  of  our  home 
page  and  there  are  archives  with  every¬ 
thing  relating  to  the  Olympics  going 
back  five  years.” 

The  Savannah  Morning  News  has 
had  its  Web  site  up  for  six  months  and 
is  concentrating  on  Olympic  sailing  at 
http://ww’w.savanews.com/.The  paper 
has  a  two-person  dedicated  staff  to  the 
site  and  may  be  hiring  more. 

“That  paper’s  site  wifi  be  live  during 
the  Games,  and  they  are  partnered  with 
Sailing  World  magazine,”  he  said.  “NBC  is 
pointing  to  them  for  sailing  informa¬ 
tion.” 

The  Athens  Daily  News’  site  is  being 
readied  to  go  live  by  the  time  the 
Games  begin,  at  http://www.athens- 
newspapers.com/,  concentrating  on  soc¬ 
cer.  The  paper  has  a  three-person  dedi¬ 
cated  staff  for  the  site. 

ADVERTISING 

As  far  as  advertising  revenue  is  con¬ 
cerned,  O’Shea’s  atlantagames.com  has 
a  combination  of  national  and  local 
advertisements  that  “run  the  garnet” 
from  very  small  businesses  to  major 
companies  like  AT&T. 

“We  have  developed  expertise 
through  the  process  of  creating  this  site 
of  how  to  work  with  advertisers,” 
O’Shea  said.  “But,  it’s  primarily  a  change 
for  us  to  tell  the  rest  of  the  world  all 
the  good  stuff  we  have  learned  about 
the  Olympics  in  Atlanta.  . .  .The  site’s 

(See  Olympics  on  page  60) 
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INTERACTIVE  COMMUNICATIONS 


Online  News 
Service  Expands 

NEWSBYTES  news  network,  the 
daily  online  news  service  covering 
the  computer,  interactive  services  and 
telecommunications  industries,  recently 
began  the  transition  to  a  24-hour  news 
wire  service,  with  the  addition  of  a  late 
afternoon  news  feed. 

The  award-winning  network  pro¬ 
duces  and  distributes  up  to  50  stories 
every  business  day  and  distributes  to 
readers  via  the  Newsbytes  Web  site  at 
http://www.newsbytes.com,  as  well  as 
America  Online,  GEnie  and  other  busi¬ 
ness  databases. 

Newsbytes  now  relea.ses  stories  to 
selected  publishers  in  batches  through¬ 
out  the  day  as  they  are  reported  or  in  fiill 
feeds  twice  a  day  at  2  p.m.  and  5  p.m. 
CST 

Later  this  year,  Newsbytes  is  sched¬ 
uled  to  add  a  third  feed  at  midnight  CST, 
of  breaking  news  from  the  business  day 
in  the  Far  East. 

Orlando  Sentinel 
Offers  New 
Dialing  System 

The  ORLANDO  SENTINEL’S  circula¬ 
tion  telemariceting  staff  now  has  a 
new  automatic  dialing  system. 

The  Telecorp  System  9000.  a  predic¬ 
tive  dialing  system,  dials  telephone  num¬ 
bers  and  forwards  only  those  calls  with  a 
live  respondent  to  an  agent.  The  Sentinel 
circulation  department  uses  the  system 
to  connect  with  other  in-house  comput¬ 
er  networics  to  aid  in  the  overall  maricet- 
ing  plan. 

After  completing  a  caU,  the  system 
records  the  contact’s  final  disposition. 
The  Sentinel  will  use  the  auto  dialer’s 
capabilities  to  secure  outside  telemaritet- 
ing  clients  in  1997. 

HotWired  Offers 
Search  Engine 

Hotwired  ventures,  developer 

of  the  HotWired  Web  site  and 
online  magazine,  recently  introduced  a 
new  search  engine  called  the  HotBot 
that  it  hopes  will  become  a  personal 
robot  for  searching  the  Web,  available  at 
http;//www.hotbot.com/. 


The  company  says  HotBot  will  search 
more  Web  sites  than  Alta  Vista.  According 
to  HotWired,  Alta  Vista  indexes  about  30 
million  Web  pages,  while  HotBot  already 
has  more  than  50  million  full-text  Web 
documents,  plus  news  groups  (which 
Alta  Vista  also  has)  and  Internet  mailing 
lists. 

HotWired  said  HotBot  was  developed 
using  technology  developed  by  Inktomi, 
a  small  company  started  by  a  professor 
at  the  University  of  California  at 
Berkeley. 

AccuWeather 
Pact  With 
N.Y.  Daily  News 

ACCUWEATHER  INC.  HAS  entered 
into  an  agreement  to  provide 
voice/print  personals  for  the  New  York 
Daily  News. 

AccuWeather’s  Perfect  Date  subsidiary 
provides  voice  personals  to  more  than 
85  newspapers. 

It  is  also  the  world’s  leading  commer¬ 
cial  weather  service  with  more  than 
10,000  clients  worldwide. 

Online  Mag 
Picks  Marketer 

ESTimilON  ELORIDA,!^^  online 
interactive  travel  magazine  of  the 
Tribune  Co.  and  Knight-Ridder,  has 
selected  a  team  to  handle  its  mariceting 
and  advertising. 

Jacques  Auger  Design  Associates, 
Media  Department  II  and  Dick 
Goodman,  along  with  the  Fontayne 
Group  in  Santa  Monica,  Calif.,  will  launch 
Destination  Florida’s  first  national 
advertising  and  public  relations  cam¬ 
paign. 

Destination  Rorida  can  be  found  at 
http://www.goflorida.com  or  on  Amer¬ 
ica  Online  (key  word:  Florida). 

Miami  Herald 
Now  Online 
Via  Internet 

The  MIAMI  HERALD  has  launched 
HeraldLink,  a  new  service  that  pack¬ 
ages  the  online  edition  of  the  Herald 
with  Internet  access. 

HeraldLink  subscribers  get  unlimited 


Internet  access  for  $24.95  a  month,  the 
full  text  of  the  Herald,  available  only 
through  HeraldLink. 

In  the  coming  months,  HeraldLink  will 
include  breaking  news  coverage  ahead 
of  the  print  edition.  Herald  and  El  Nuevo 
Herald  archives  and  classified  advertis¬ 
ing. 

Netscape  Navigator  2.0,  a  personal  e- 
mail  address  and  software,  local  phone 
number  and  toll  free  24-hour  technical 
support  are  included. 

HeraldLink  can  be  found  at  http:// 
www.herald.com/. 

New  AltaVista 
Software 

DIGITAL  EQUIPMENT  CORE  has 
announced  its  AltaVista  Mail  server 
software,  the  first  in  a  new  line  of 
AltaVista  software  products. 

The  new  software  features  built-in 
connectivity  to  the  Internet  and  prt> 
vides  departments  and  small  enterprises 
with  mail  capabilities  that  can  be  added 
to  a  Web  server  or  existing  electronic 
mail  software  —  including  the  ability  to 
mail  multimedia  documents  over  the 
Internet. 

AltaVista  mail  supports  Internet  e-mail 
clients  such  as  Netscape  Navigator’s 
V2.0  mail  client  and  Microsoft  Windows 
95  client,  Eudora  and  Z-Mail. 

A  60-day  trial  of  the  product  can  be 
found  at  http://www.altavista.soft- 
ware.digital.com/.  AltaVista  mail  is 
priced  at  $495  per  server. 

Pottsville 
Unit  Teams 
With  Calliope 

The  pottsville  (PA.)  Republican’s 
New  Horizons  Group  has  teamed 
with  Calliope  LLC,  a  software  develop¬ 
ment  company,  to  create  Internet  pub¬ 
lishing  solutions  for  newspapers. 

Calliope  LLC  was  founded  by  Alex 
Rogers  and  Nick  Millington,  Duke 
University  graduates  and  recipients  of 
the  Angier  B.  Duke  Memorial  Scholar¬ 
ship. 

Info-Connect  Web  Publisher  was  intro¬ 
duced  at  the  Nexpo  ’96  trade  show  in 
Las  Vegas.  Web  Publisher  is  a  Web  pub¬ 
lishing  and  archiving  system,  providing 
significant  multiple  benefits  for  a  news¬ 
paper. 
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June  1996  Advertising  Data 
Supplied  By  Newspapers 


1996 


PART 

RUN 


1995 

FULL  PA 
RUN  Rl 


1996 


1995 


1996 


1995 


ALBANY,  N.Y. 


Times  Union-a/d 

ROP  Local . 

29,107 

30,948 

Preprint  Local . 

44,875 

40,785 

ROP  National . 

5,199 

4.868 

Preprint  National . 

460 

110 

Classified. 

33,388 

37,020 

Total . 

.  113,029 

113,731 

Times  Union-S 

ROP  Local . 

12,451 

16,233 

Preprint  Local . 

82,945 

82,963 

ROP  National . 

2,292 

3,248 

Preprint  National . 

16,335 

20,135 

Classitled. 

13,534 

16,587 

Total . 

127,557 

139,166 

GRAND  TOTAL.. 

.  240,586 

252,897 

YEAR  TO  DATE.. 

.  1,129,691 

1,121,452 

ALBANY,  ORE. 


Democrat-Herald-e 

ROP  Local . 

25,939 

27,403 

ROP  National . 

209 

214 

Classified 

29,828 

30,713 

GRAND  TOTAL... 

55,976 

58,330 

YEAR  TO  DATE .... 

231,604 

246,258 

ALBUDUERDUE,  N.M. 

Journal-m 

ROP  Local . 

39,224 

44,271 

Preprint  Local . 

14,577 

43,602  3,999 

ROP  National . 

2,262 

1,772 

Display  Classified . 

19,540 

18,105 

In-Column  Classified . 

29,019 

28,755 

Total . 

104,622 

43,602  96,902 

Tribune-e 

ROP  Local . 

27,498 

29,919 

Preprint  Local . 

13,158 

31,992  6,063 

ROP  National . 

2,292 

1,613 

Display  Classified . 

22,669 

17,725 

In-Column  Classified . 

29,019 

28,755 

Total . 

94,636 

31,992  84,075 

1 

1  Journal'S 

ROP  Local . 

10,917 

10,949 

Preprint  Local . 

28,896 

30,444  10,836 

ROP  National . 

1,216 

988 

Preprint  National . 

15,609 

14,964 

Display  Classified . 

11,521 

11,310 

In-Column  Classified  ... 

13,557 

12,556 

Total . 

81,716 

30,444  61,603 

GRAND  TOTAL.. 

280,974 

106,038  242,580 

YEAR  TO  DATE.. 

1,166,461 

370,230  1  156,356 

BOSTON,  MASS. 

Herald-m 

ROP  Local . 

25,729 

26,194 

Preprint  Local . 

852 

12,318 

ROP  National . 

13,127 

14,915 

Preprint  National . 

Display  Classified . 

60,965 

60,696 

In-Column  Classified ... 

23,011 

22,684 

Total . 

.  123,684 

12,318  124,489 

j  *Indicates  newspapers  reporting  figures  in 

53,922 


9,581 

172 


9,753 


FULL 

RUN 

PART 

RUN 

FULL 

RUN 

PART 

RUN 

FULL 

RUN 

PART  FULL 

RUN  RUN 

Herald-S 

Times-S 

5,754 

6,781 

7,095 

8,867 

Preprint  Local . 

38,647 

51,335 

Preprint  Local . 

75,799 

71,487 

ROP  National . 

2,439 

3,598 

ROP  National . 

8,287 

604 

Preprint  National . 

8,445 

8,273 

Preprint  National . 

7,486 

7,906 

Disniay  Classified . 

13,689 

11,735 

Classified . 

17,922 

17,858 

In-Column  Classified . 

3,871 

3,507 

Total . 

116,589 

106,722 

Total . 

25,753 

47,092 

25,621 

59,608 

GRAND  TOTAL... 

224,270 

199,922 

GRAND  TOTAL... 

149,437 

59,410 

150,110 

69,361 

YEAR  TO  DATE... 

956,190 

948,295 

YEAR  TO  DATE... 

725,854 

256,233 

672,536 

305,502 

CASA  GRANDE,  ARIZ. 

Dispatch-e 

ROP  Local .  16,302  14,200 

ROP  National .  525  538 

Display  Classified .  2,385  1,802 

In-Column  Classified .  7,822  7,489 

GRAND  TOTAL...  27,034  24,029 

YEAR  TO  DATE...  96,657  122,127 


CHAMPAIGN,  ILL 


News  Gazette-eS 

ROP  Local . 

41,776 

1,882 

43,305 

587 

Preprint  Local . 

104,619 

52,245 

118,938 

51,729 

ROP  National . 

1,155 

1,641 

Preprint  National . 

13,932 

17,028 

Classified . 

35,714 

455 

36,450 

1,383 

GRAND  TOTAL... 

197,196 

54,582 

217,362 

53,699 

YEAR  TO  DATE... 

893,301 

202,926 

968,055 

206,520 

CONWAY,  ARK. 


Log  Cabin  Democrat-eS 
ROP  Local . 

29,448 

24,644 

Preprint  Local . 

21,793 

22,712 

ROP  National . 

4 

21 

Preprint  National . 

Classified . 

739 

12,059 

12,707 

GRAND  TOTAL... 

64,043 

60,084 

YEAR  TO  DATE... 

273,299 

276,597 

DURHAM,  N.C. 


Herald-Sun-m 

ROP  Local . 

30,001 

31,078 

ROP  National . 

1,886 

2,394 

Classified . 

20,517 

22,279 

Total . 

52,404 

55,751 

Herald-Sun-S 

ROP  Local . 

15,238 

12,358 

ROP  National . 

842 

790 

Classified . 

8,252 

5,726 

Total . 

24,332 

18,874 

GRAND  TOTAL... 

76,736 

74,625 

YEAR  TO  DATE... 

345,474 

354,838 

ERIE,  PA. 

Times-e 

ROP  Local . 

22,441 

24,637 

Preprint  Local . 

48,920 

29,516 

ROP  National . 

952 

1,284 

Preprint  National .. 
Classified . 


35,368 


Total .  107,681 


564 

37.199 

93.200 


FORT  LAUDERDALE,  FLA. 

Sun-Sentinel-mS 

ROP  Local .  100,390  166,233  98,821  170,812 

Preprint  Local .  36,650  60,888  58,832  49,436 

ROP  National .  19,235  5,899  16,501  5,972 

Preprint  National .  12,480  2,270  25,536  1,790 

Classified .  184,327  61,470  171,256  66,359 

GRAND  TOTAL...  353,082  296,760  370,946  294,369 

YEAR  TO  DATE...  1,864,793  1,580,605  1,904,308  1,517,969 


FDRT  WAYNE,  IND. 


Journal  Gazette-m 

ROP  Local . 

20,664 

4,534 

28,282 

5,924 

Preprint  Local . 

15,486 

60,656 

25,535 

52,279 

ROP  National . 

1,858 

1,212 

113 

Preprint  Natonal . 

311 

260 

Classified . 

43,275 

912 

41,226 

2,190 

Total . 

81,283 

66,102 

96,566 

60,766 

News  Sentinel-e 

ROP  Local . 

20,385 

4,534 

28,564 

5,924 

Preprint  Local . 

15,486 

56,004 

25,535 

52,199 

ROP  National . 

1,913 

1,243 

113 

Preprint  National . . 

311 

260 

Classified . 

42,653 

912 

40,640 

2,190 

Total . 

80,437 

61,450 

96,293 

60,686 

Journal  Gazette-S 

ROP  Local . 

7,657 

1,883 

9,863 

1,179 

Preprint  Local . 

16,685 

54,775 

25,269 

50,184 

ROP  National 

968 

827 

Preprint  National . 

9,656 

420 

10,304 

1,450 

Classitled . 

22,710 

446 

23,933 

215 

Total . 

.  57,876 

57,524 

70,196 

53,028 

GRAND  TOTAL.. 

.  219,596 

185,076 

263,055 

174,480 

YEAR  TO  DATE.. 

.  1,105,532 

919,414  1,244,258 

867,596 

FREDERICK,  MD. 


Post  &  News-m/e 

ROP  Local . 

35,699 

50,258 

Preprint  Local . 

106,152 

111,354 

ROP  National . 

1,121 

658 

Classified . 

44,446 

45,923 

GRAND  TOTAL... 

187,418 

208,193 

YEAR  TO  DATE... 

769,753 

911,330 

GREENSBURG,  PA. 

Tribune-Review-m 

ROP  Local . 

28,031 

27,808 

Preprint  Local . 

28,668 

22,214 

24,207 

ROP  National . 

563 

1,076 

Display  Classified . . 

15,506 

17,793 

In-Column  Classitled . . 

39,518 

32,690 

Total . 

,  112,286 

22,214 

103,574 

14,793 
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Tribune-Review-S 

ROP  Local . 

Preprint  Local . 

ROP  National . 

Preprint  National . 

Display  Classifiert . 

In-Column  Classifier) . 

Total . 

I  GRAND  TOTAL... 

I  YEAR  TO  DATE... 


FULL  PART  FULL  PART 
RUN  RUN  RUN  RUN 


38.758  28,137  51,226  10,270 

304  278 

10,920  11,180 

18,055  21,033 

16,892  12,162 

106,471  28,137  120,623  10,270 

218,757  50,351  224,197  25,063 

976,740  184,484  1,043,360  113,037 


HUTCHINSON,  KAN. 


ROP  Local . 

22,626 

24,427 

Preprint  Local . 

14,488 

98,676 

13,488 

107,617 

ROP  National . 

726 

976 

Preprint  National . 

21,013 

16,584 

Classified . 

31,826 

28,664 

GRAND  TOTAL... 

90,679 

98,676 

84,139 

107,617 

YEAR  TO  DATE... 

406,539 

384,596 

440,200 

480,415 

JACKSONVILLE,  FLA. 


Floritia  Times-Union-mS 


ROP  Local . 

57.841 

34,916  55,940 

Preprint  Local . 

.  125.259 

114,165 

ROP  National . 

9,232 

10,308 

Preprint  National . 

21,414 

19,866 

Classilied . 

93,463 

82,454 

GRAND  TOTAL.. 

.  307,209 

34,916  282,733 

YEAR  TO  DATE.. 

.  1,404.586 

156,633  1,418,973 

LOUISVILLE,  KY. 


Courler-Journal-a/d 

ROP  Local . 

Preprint  Local . 

ROP  National . 

Preprint  National . 

Classified . 


Courler-Journal-S 

ROP  Local . 

Preprint  Local . 

ROP  National . 

Preprint  National . 

Classified . 


45,458 

11,006 

62,518 

43,705 

1,564 

1,214 

53,343 

17,694 

40,151 

100,365 

91,218 

85,070 

18,090 

49 

18,779 

■ 

67,855 

1,091 

10,643 

964 

18,783 

18,691 

37,964 

78,547 

38,434 

GRAND  TOTAL...  138,329  169,765  123,504  171,314 
YEAR  TO  DATE...  611,288  786,048  560,085  825,396 


MANCHESTER,  N.H. 


ROP  Local . 

39,321 

38,727 

ROP  National . 

1,298 

2,896 

Classified . 

35,107 

31,080 

Total . 

75,726 

72,703 

N.H.  Sunday  News-S 

ROP  Local . 

17.322 

14,917 

ROP  National . 

1,272 

480 

Classified . 

19,291 

18,902 

Total . 

37,885 

34,299 

GRAND  TOTAL... 

113,611 

107,002 

YEAR  TO  DATE... 

507,800 

509,372 

♦Indicates  newspapers  reporting  figures  in  lines. 


1996 

FULL  PART 

RUN  RUN 

1995 

FULL  PART  i 
RUN  RUN  : 

NASHVILLE,  TENN. 

Tennessean-m 

ROP  Local . 

35,690 

38,947 

Preprint  Local . 

.  19,130 

22,855 

ROP  National . 

3,201 

2,341 

Preprint  National . 

130 

Classilied . 

46,895 

43,579 

Total . 

104,916 

107,852 

Banner-e 

ROP  Local . 

31,713 

34,828 

Preprint  Local . 

17,689 

22,553 

ROP  National . 

3,059 

2,283 

Classified . 

35,648 

33,179 

Total . 

88,109 

92,843 

Tennessean-S 

ROP  Local . 

17,441 

18,441 

Preprint  Local . 

36,395 

43,260 

ROP  National . 

1,413 

1,344 

Preprint  National . 

10,425 

10,568 

Classified . 

24,619 

26,244 

Total . 

90,293 

99,857 

GRAND  TOTAL.. 

283,318 

300.552 

YEAR  TO  DATE.. 

1,399,745 

1,472,436 

NORTH  BAY,  ONTARIO 

Nugget-m 

ROP  Local . 

27,052 

18,111 

Preprint  Local . 

61,109 

66,624 

ROP  National . 

11,868 

6,944 

Preprint  National . 

2,359 

2,319 

Classified . 

26,061 

17,444 

GRAND  TOTAL.. 

128,449 

111,442 

YEAR  TO  DATE.. 

524,004 

435,573 

NORTHAMPTON,  MASS. 

Daily  Hampshire  Gazette-e 

ROP  Local . 

39,526 

37,768 

Preprint  Local . 

26,187 

45,795 

40,377 

26,445 

ROP  National . 

47 

112 

Preprint  National . 

645 

Classified . 

16,385 

16,739 

GRAND  TOTAL.. 

82,145 

45,795 

95,641 

26,445 

YEAR  TO  DATE.. 

349,569 

164,088 

407,491 

129,000 

PORTLAND,  MAINE 

Press  Heraid-m 

ROP  Local . 

29,028 

2.825 

33,155 

2,708 

Preprint  Local . 

18,764 

15,332 

ROP  National . 

1,385 

1,401 

Preprint  National . 

217 

Classified . 

16,462 

12,381 

Total . 

65,856 

2,825 

62,269 

2,708 

Telegram-S 

ROP  Local . 

17,813 

20,056 

Preprint  Local . 

37,620 

37.795 

ROP  National . 

773 

664 

Preprint  National . 

3,536 

3,984 

Classified . 

15,876 

22,068 

Total . 

75,618 

84,567 

GRAND  TOTAL.. 

141,474 

2,825 

146,836 

2,708 

YEAR  TO  DATE.. 

662,652 

10,664 

694,819 

11,412 

PROVIDENCE,  R.I. 

Journal-Bulletin-a7d 

ROP  Local . 

37,134 

26,616 

36,782 

18,639 

Preprint  Local . 

23,675 

84,716 

17,391 

103,905 

ROP  National . 

4,165 

296 

4,142 

296 

FULL 

RUN 

PART 

RUN 

FUU 

RUN 

PART 

RUN 

Preprint  Nationai . . 

4.688 

6,646 

Classified . 

32,657 

1,422 

32,780 

1,542 

Total . 

97,631 

117,738 

91,095 

131.028 

Journal-S 

ROP  Local . 

19.376 

19,528 

1,300 

Preprint  Local 

54.885 

61,733 

64,622 

79,051 

ROP  National . 

2,255 

1,874 

Preprint  National . 

11,365 

12,643 

64 

Classified.. 

13,376 

13,879 

559 

Total . 

101,257 

61,733 

112,546 

80,974 

GRAND  TOTAL... 

198,888 

179,471 

203,641 

212,002 

YEAR  TO  DATE... 

874,603 

809,376 

953,314 

940,724 

READING,  PA. 


Times  &  Eagle-m/e 


ROP  Local . 

38,171 

42,292 

Preprint  Local 

39,945 

24,260 

ROP  National . 

652 

970 

Classified. 

36,120 

39,415 

Total . 

.  114,888 

106,937 

Eagle-S 

ROP  Local . 

19,779 

20,872 

Preprrnt  Local . 

56,990 

9.090 

44,830 

11,720 

ROP  National 

9,393 

9,910 

Preprint  National . 

9,090 

15,750 

Classified. 

22,472 

22,442 

Total . 

.  117,724 

9.090 

113,804 

11,720 

GRAND  TOTAL.. 

.  232,612 

9.090 

220,741 

11,720 

YEAR  TO  DATE.. 

.  942,587 

36,405  1,021,111 

58,385 

RENO,  NEV. 

Gazette-Journal-m 

ROP  Local . 

61,674 

67,563 

Preprint  Local . 

119,327 

122.498 

ROP  National . 

1,805 

1,241 

Preprint  National . 

8,266 

9,152 

Classified. 

62,352 

66,105 

GRAND  TOTAL.. 

.  253,424 

266,559 

YEAR  TO  DATE.. 

.  1,242,329 

1,337,803 

RICHMOND,  VA. 


Times-Oispatcb-m 


ROP  Local . 

38,953 

8.219 

44,185 

8,049 

Preprint  Local . 

18,214 

2,054 

18,468 

1,609 

ROP  National 

3,516 

1,636 

Preprint  National . 

30 

Classified. 

39,776 

38,099 

Total . 

100,459 

10,303 

102,388 

9,658 

Times-Dispatch-S 

ROP  Local . 

17,758 

19,641 

Preprint  Local 

20,245 

1.490 

29,795 

929 

ROP  National . 

625 

671 

Preprint  National . 

7,692 

9,392 

Classified.  . 

22,723 

21,766 

Total . 

69,043 

1.490 

81,265 

929 

GRAND  TOTAL... 

169,502 

11,793 

183,653 

10,587 

YEAR  TO  DATE... 

851,057 

54,932 

897,998 

55,626 

RIVERSIDE,  CALIF. 


Press-Enterprise-m 

ROP  Local .  56,330  30,040  57,267  a501 

ROP  National .  9,466  850  8.316  748 

Classified .  88,058  10,318  97,578  6,072 

GRAND  TOTAL...  153,854  41,208  163,161  35.321 

YEAR  TO  DATE...  722,399  202,895  744,556  135,632 
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At)  DATA  \ji;  \si!ki:D  IN  IN(  in;s  | 

1  IN  BR!i:i  1 

Supreme  Court 
strikes  ad  ban 

1996  1995 

FULL  PART  FULL  PART  : 
RUN  RUN  RUN  RUN  : 

1996  1995 

FULL  PART  FULL  PART 
RUN  RUN  RUN  RUN 

SAN  BERNARDINO,  CALIF. 


Sun-m 

ROP  Local .  30,708 

Preprint  Local .  37,645 

ROP  National .  5,857 

Preprint  National .  8,107 

Classified .  57,693 

GRAND  TOTAL...  140,010 

YEAR  TO  DATE...  755,293 


45,348 

52,811 

5,557 

9,211 

66,497 

179,424 

948,997 


SAN  DIEGO,  CALIF. 

Union  Tribune-mS 


ROP  Local . 

.  106,945 

17.441  111,294 

19,798 

ROP  National . 

14,065 

1,366  16,450 

1,639 

96,872 

18,038  100,790 

15,193 

GRAND  TDTAL.. 

.  217,882 

36,845  228,534 

36,630 

YEAR  TO  DATE.. 

.  1,129,756 

191,004  1,220,930 

169,755 

SAN  FRANCISCO,  CALIF. 


Chronicle-m 

ROP  Local . 

28,100 

8,832 

35,855 

11,187 

Preprint  Local . 

59,205 

57,005 

ROP  National 

15,640 

968 

15,292 

154 

Preprint  National . 

2,470 

2,011 

Classified . 

34,701 

30,505 

Total . 

140,116 

9,800 

140,668 

11,341 

Examiner-e 

ROP  Local . 

27,064 

7,986 

34,778 

10,470 

Preprint  Local . 

59,205 

57,005 

ROP  National . 

15,395 

386 

14,875 

112 

Preprint  National . 

2,470 

2,011 

Classified . 

34,250 

30,757 

Total . 

138,384 

8,372 

139,426 

10,582 

Exatniner/Chronicle-S 

ROP  Local . 

20,330 

4,438 

24,696 

3,857 

Preprint  Local . 

71,232 

83,976 

ROP  National . 

9,530 

14 

11,153 

172 

Preprint  National . 

15,860 

22,490 

Classified . 

19,795 

19,009 

Total . 

136,747 

4,452 

161,324 

4,029 

GRAND  TDTAL... 

415,247 

22,624 

441,418 

25,952 

YEAR  TO  DATE... 

1,920,980 

101,049  1,986,046 

116,218 

SPOKANE,  WASH. 


Spokesman-Review-m 

ROP  Local . 

41,278 

36,623 

Preprint  Local . 

6,375 

8,480 

ROP  National . 

3,846 

2,958 

Preprint  National . 

27 

105 

Display  Classified . 

33,689 

30,759 

In-Column  Classified . 

15,638 

15,960 

Total . 

100,853 

94,885 

Spokesman-Review-S 

ROP  Local . 

8,669 

11,348 

Preprint  Local . 

4,707 

5,632 

ROP  National . 

4,317 

3,968 

Preprint  National . 

766 

992 

Display  Classified . 

15,562 

15,971 

In-Column  Classified . 

3,916 

4,881 

Total . 

37,937 

42,792 

GRAND  TOTAL... 

138,790 

137,677 

YEAR  TO  DATE... 

610,844 

667,115 

TACOMA,  WASH. 


ROP  National .  5,680 

Preprint  National .  14,389 

Display  Classified .  12,162 

In-Column  Classified .  32,470 
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8.958  47 

14,126 
14,681 
31,994 

GRAND  TOTAL...  171,037  31,607  179,800  33,911 
YEAR  TO  DATE...  798,502  121,826  894,472  110,039 


News  Tribune-m 

ROP  Local .  49,612 

Preprint  Local .  56,724 


2,830 

28,448 


52,899 

57,142 


♦Indicates  newspapers  reporting  figures  in  lines. 


TOLEDO,  OHIO 

Blade-m 

ROP  Local .  31,481  6,357  30,384  7,101 

Preprint  Local .  38,682  32,949 

ROP  National .  2,517  229  2,865  156 

Preprint  National .  63 

Classified .  20,810  698  18,864  692 

Total .  93,553  7,284  85,062  7,949 

Blade-S 

ROP  Local .  13,458  13,439 

Preprint  Local .  63,756  69,741 

ROP  National .  1,059  843 

Preprint  National .  15,120  16,128 

Classified.  12,859  12,073 

Total .  106,252  112,224 

GRAND  TOTAL...  1,039,805  7,284  197,286  7,949 

YEAR  TO  DATE...  1,712,060  19,423  907,274  34,617 


TULSA,  OKLA. 


World-m 

ROP  Local . 

Preprint  Local . 

ROP  National . 

Preprint  National . 

Display  Classified . 

In-Column  Classified .. 
Total . 


33,776 

23,806 

1,452 

16,013 

21,979 


9,080  35,262 

36,016  14,982 

6  1,354 

707 

16,793 

21,143 


10,729 

29,162 

14 

336 


97,026  45,809  89,539  40,241 


World-S 

ROP  Local . 

Preprint  Local . 

ROP  National . 

Preprint  National . 

Display  Classified . 

In-Column  Classified .. 


14,509 

51,154 

1,103 

9,564 

13,744 

11,360 


Total .  101,434 


15,442 

50,859 

1,181 

9,680 

13,871 

10,864 

101,897 


GRAND  TOTAL...  198,460  45,809  191,436  40,241 
YEAR  TO  DATE...  881,041  141,929  905,974  146,937 


TWIN  FALLS,  IDAHO 

Times-News-mS 

ROP  Local .  34,017  32.281 

Preprint  Local .  109,491  99,541 

ROP  National .  146  257 

Display  Classified .  24,837  26,015 

In-Column  Classified .  6,673  6,763 

GRAND  TOTAL...  175,164  164,857 

YEAR  TO  DATE...  751,772  708,447 


WINSTON-SALEM,  N.C. 


Journal-m 

ROP  Local . 

Preprint  Local . 

ROP  National . 

Preprint  National 

Classified . 

Total . 


2,876 

30,988 


Journal-S 

ROP  Local . 

Preprint  Local . 

ROP  National . 

Preprint  National .. 

Classified . 

Total . 


38,692 

7,189 

3,784 

504 

46,392 

96,561 


12,724 

11,886 

1,094 

10,376 

21,698 


3,955 

28,803 


84 

32,842 


1,101 

26.894 

176 


38,526 
5,396 
4,140 
450 
44,260 
92,772  32,238 


3,873 

28,009 


356 


11,105 

12,487 

1,453 

11,216 

19,067 


1,532 

28,820 


.  57,778  28,171  55,328  30,352 

GRAND  TOTAL...  154,339  61,013  148,100  62,590 

YEAR  TO  DATE...  772,233  320,090  772,180  298,175 


The  U.S.  supreme  court  has 
reversed  a  lower  court  decision 
upholding  a  Baltimore,  Md.,  restriction 
on  billboard  advertising  for  tobacco 
products  and  told  the  appeals  court  to 
look  at  the  case  again. 

The  Supreme  Court  earlier  this 
term  also  sent  back  to  the  Fourth 
Circuit  Court  of  Appeals  a  ruling 
involving  Baltimore’s  restrictions  on 
similar  advertising  for  alcoholic  bever¬ 
ages. 

Just  a  few  weeks  ago,  the  Supreme 
Court  struck  down  Rhode  Island  restric¬ 
tions  on  advertising  liquor  prices  in  the 
44  Liquormart  Inc.  vs.  Rhode  Island 
decision. 

Freedom  to  Advertise  Coalition  coun¬ 
sel  John  Fithian  noted  that,  “The  three 
rulings  this  term,  with  the  reversal  of 
the  two  Baltimore  cases  and  the  44 
Liquormart  decision,  send  the  unam¬ 
biguous  message  that  the  court  will  not 
tolerate  government  attempts  to  restrict 
the  First  Amendment  liberty  of  commer¬ 
cial  speech.” 

In  addition,  Fithian  pointed  out  that 
these  cases  are  similar  to  a  Food  and 
Drug  Administration  proposal  to  restrict 
tobacco  advertising.These  rulings,  he 
said,  “highlight  the  tmconstitutional 
nature  of  the  FDA  proposal.” 

The  Freedom  to  Advertise  Coalition, 
which  is  challenging  the  FDA’s  pro¬ 
posed  regulations  in  court,  is  made 
up  of  the  American  Advertising 
Federation,  the  American  Association 
of  Advertising  Agencies,  the  Association 
of  National  Advertisers,  the  Magazine 
Publishers  of  America,  the  Outdoor 
Advertising  Association  of  America,  and 
the  Point  of  Purchase  Advertising 
Institute. 

Times  Mirror  buys 
Apartment  Search 

Z  os  ANGELES  TIMES  parent  Times 
Mirror  Co.  has  agreed  to  buy  the 
apartment  locator  service  Apartment 
Search  Inc.  of  Minneapolis  to  enhance 
its  own  electronic  classified  advertising 
efforts. 

Earlier,  another  Times  Mirror  property, 
the  Baltimore  Sun,  bought  local 
Apartment  Search  franchises. 
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Exclusive  Market  Ranking  Tables 
U.S.  Newspaper  Markets 
Canadian  Newspaper  Markets  ■ 

Comprehensive  Maps  •  I 

Exclusive  Popui^ion,  Income,  Households  and  Farm 
Products  Tables 

Exclusive  Retail  Sales  Census  and  Estimates 

O  Includes  data  for  all  1,694  daily  newspaper  market  cities  in  the  U.S. 
and  Canada,  all  3,141  counties  in  the  U.S.  .  ■ 

0  The  latest  census  fibres  and  exclusive  1996  E&P  projections  for  demo¬ 
graphics  and  retail  sales. 

O  Quantitative  and  qualitative  data.  '  ■ 

Reliable  Forecasts  Give  You  The  Edge! 

The  E&P  Market  Guide  forecasts  demographic  composition  and  retail 
sales  with  proven  accuracy.  The  forecasting  model  developed  hy  Editor 
&  Publisher  is  based  on  an  array  of  economic  indicators  provided  by  the 
Department  of  Commerce,  the  Bureau  of  Economic  Analysis,  state  data 
centers  and  chambers  of  commerce.  Our  econometric  model  uses  91 
variables  to  project  the  year’s  retail  Sales,  income  levels  and  demo- 
gi’aphic  composition  of  the  United  States.  The  accuracy  of  forecasting 
in  past  years  has  shown  that  projections  do  not  deviate  more  than  3 
percentage  points  of  the  actual  figures! 
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ORDER  TODAY 
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Only  $100.  (Also  available  ou  CD-ROM  for' $395.  ).To 
order  look  for  the  convenierit  order  card  hound  in  this 
issue  of  Editor  &  Publisher.  Or  call  (212)  675-4380. 
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BY  CHRIS  LAMB 


His  Comic  Creations 
Feature  Innovations 


Wiley  Miller 
lalks  ctboul 
breaking  new 
firouml  in  ‘Us  & 
1  hem'  and  ‘Non 
Sequitur’ 


WILEY  MILLER  DOESN’T  let 

tilings  be.  He  has  criticized  edi¬ 
tors  for  devaluing  political  car¬ 
toonists.  He  thinks  there  should 
be  a  separate  Pulitzer  Prize  cate¬ 
gory  for  comics.  He  improved  the  Sunday  color 
process  for  “Non  Sequitur.”  He  made  the  daily  ver¬ 
sion  of  that  Washington  Post  Writers  Group  comic 
available  in  both  a  strip  and  panel  format. 

His  other  comic  —  “Us  &Them”  which  he  does 
with  Canadian  cartoonist  Susan  Dewar  —  offers 
two  distinct  sets  of  characters  occupying  the  same 
space  on  alternating  days. 
And  its  fictional  stars,  Buffalo 
radio  talk-show  host  Joe  Pyle 
and  Toronto  advice  columnist 
Janet  George,  communicate 
with  real-life  readers  via  e- 
■■jllljlHilH  mail. 

“I’m  not  one  to  sit  back 
and  say, ‘Somebody  should 
do  something  about  this.’  I 
like  to  put  my  money  where 
my  mouth  is,”  said  Miller,  who  signs  his  comics. 


Dewar,  an  editorial  cartoonist  for  the  Ottawa 
Sun,  agreed.  “Wiley  is  always  pushing  the  enve¬ 
lope,”  she  said.  “He’s  always  coming  up  with  new 
ways  to  do  things.” 

Wiley,  of  course,  understands  that  it’s  usually 

S  familiar  concept  to  an  editor. 

amiliarity  breeds  contempt, 
lem,”  which  was  introduced  a 
ly  Universal  Press  Syndicate, 
about  130  papers.  Nevertheless, 
:pt  has  been  a  difficult  one  to  sell 
iome  editors. 

“Because  we  have  our  charac¬ 
ters  appearing  on  alternate 
days,  some  editors  jump  to  the 
conclusion  that  it’s  a  ‘he  said, 
she  said’  strip,  which  is  the 
f  kind  of  strip  an  editor  would 
do,”  remarked  Wiley.  “That 
/  would  get  old  real  quick.” 

_  _  ^  Originally,  Wiley  wasn’t 

interested  in  doing  another 
JHimP  comic  besides  “Non  Sequitur,” 
BhlMlii^  '  which  was  launched  in  1992 

ttow  appears  in  about  450 
papers  in  20-plus  countries. 
But  the  idea  of  two  cartoon¬ 


Susan  Dewar 
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ists  working  on  the  same  feature 
nagged  at  Wiley  until  he  finally 
relented  to  the  voice  of  inspira-  WM 
tion. 

“I  felt  like  it  wasn’t  my  idea.  I 
felt  like  somebody  was 
handing  me  an  idea  and 
saying,  ‘Here,  stupid,  do 
it,’”  he  recalled  with 
a  laugh. 

The  con- 
cept  may 
have 

ed  good,  but 
the  Edsel  and 

leisure  suits  also  seemed  like  good  ideas  in  their 
time.  But  who  would  he  do  the  comic  with?  How 
would  they  do  it?  What  would  it  be  about? 

Wiley,  45,  didn’t  want  one  person  writing  and 
another  drawing.That  had  already  been  done,  and 
he  felt  this  kind  of  collaboration  results  in  a  comic 
that  doesn’t  really  belong  to  anyone. 

Also,  Wiley  wanted  each  artist  to  work  independ¬ 
ently  of  the  other,  and  have  separate  points  of 
view.  He  decided  that  the  most  univ'ersal  dichoto¬ 
my  is  male  and  female.  But  who  would  represent 
the  women’s  perspective? 

“For  Better  or  For  Worse”  creator  Lynn  Johnston 
of  Universal  suggested  Dewar,  whom  Wiley  had 
known  for  more  than  10  years.  Wiley  agreed. “She 
had  the  right  edge,”  he  said. 

Then  the  ne\^^  collaborators  developed  their 
characters. 

Joe  Pyle’s  cast  includes  a  hippie  late-night  talk- 
show  host,  a  radio 
doctor,  an  uptight 
news  director,  and 
a  political  psycho¬ 
analyst  “who  put 
the  id  in  idiocy.” 

Janet  George’s 
cast  includes  a 
newspaper  editor 
who  “boldly  goes 
where  everyone 
has  gone  before,” 
an  ex-husband,  and 
a  7-year-old  son. 

Any  resemblance 
between  Janet’s 
life  and  that  of 
Dewar,  a  divorced 
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VOUR  ADVICE  AND 
ASKING  A  GORGEOUS 
WOMAN  OUT  FOR 


WEAR  SOMETHING 
Sexy  and  we'll 
Go  Somewhere... 

JUST  THE  TWO  OF 
US- ..WHERE  WE 
CAN  dC  ALONE... 


Recent  "Us  &  Them"  comic  strips  by  Wiley  Miller  and  Susan  Dewar 


mother  of  a  7-yearold,  is  not  exactly 
coincidental. 

“You  can  draw  from  real  life,  which  I 
think  makes  a  better  strip,”  Dewar  said. 

There  is  some  intermingling  of  the 
strips.  For  instance,  Janet’s  sister, 

Jennifer,  is  dating  Joe’s  brother.  Bob.  But 
Joe  and  Janet  haven’t  met  yet,  though 
they  once  appeared  at  the  same  party. 

“Eventually,  we’d  like  to  have  them 
meet.  But  they’re  not  there  yet,”  Dewar 
said.  Wiley  is  less  committal.  “At  this 
point,  who  knows?”  he  said 

But  they  still  know  each  other 
through  their  work.  With  Joe  a  talk- 
show  host  and  Janet  an  advice  colum¬ 
nist,  the  characters  are  aware  of  one 
another  and  sometimes  spar,  Dewar 
said.  For  instance,  in  June,  they  argued 
issues  of  gender  as  well  as  nationalism 
in  their  respective  comics.  Joe,  of 
course,  took  the  American  side  and 
Janet  the  Canadian. 

The  two  characters  don’t  just  take 
phone  calls  and  letters  from  fictional  lis¬ 
teners  and  readers.  They  answer  ques¬ 
tions  from  real-life  readers  via  e-mail 
GoePyle@aol.com  and  AskJan@aol.com) 
—  making  for  a  “truly  interactive  comic 
strip,”  said  Wiley. 

This  blending  of  fact  and  fiction  can 
be  a  little  confusing  at  times,  said 
Dewar,  who  noted  that  readers  some¬ 
times  send  her  plaintive  questions 
about  their  love  lives.  While  Dewar  may 
play  an  advice  columnist  in  the  comic. 


she’s  a  cartoonist  with  plaintive  ques¬ 
tions  of  her  own  in  real  life. 

Are  there  creative  differences 
between  Dewar  and  Wiley?  Not  so  far, 
according  to  the  cartoonists.  Wiley  said 
the  comic  has  made  them  better.  “It’s 
like  musicians  jamming,”  he  observed. 
“You  start  feeding  off  each  other.” 

The  Iowa  City-based  Valley,  a 
California  native  who  spent  his  high 
school  years  in  the  Washington,  D.C., 
area,  woriced  as  an  editorial  cartoonist 
for  the  Greensboro,  N.C.,£^i7j  News, 
Santa  Rosa,  Calif.,  Press  Democrat  and 
San  Francisco  Examiner.  In  1991,  he 
won  the  Robert  E  Kennedy  Journalism 
Award  for  editorial  cartooning. 

While  Wiley  is  no  longer  a  staff  politi¬ 
cal  cartoonist,  he  remains  critical  of  edi¬ 
tors  who  imdervalue  the  art.  He  said  it 
was  predictable  that  newspapers  would 
lose  readers  after  eliminating  cartoonists 
and  running  syndicated  drawings 
instead  of  local  ones  that  hit  closer  to 
home. 

As  for  comics,  Wiley  said  editors  can 
use  them  to  increase  circulation,  if  only 
they  would. 

“We  need  to  educate  editors  on  how 
important  comics  are,”  he  said.  “These 
are  word  people  and  they  resent  the 
hell  out  of  comics.Their  noses  ate 
turned  up  at  the  thought  of  comics.” 

And  Wiley  thinks  there  should  be  a 
Pulitzer  for  comics.  “Humor  is  such  an 
integral  part  of  American  society  that  it 


Chris  Lamb,  who  freelances  frequently  for  E&P,  is  an  assistant  professor  of 
journalism  at  Old  Dominion  University  in  Norfolk,  Va. 


should  be  recognized,”  he  said. 

Wiley  has  won  two  National 
Cartoonists  Society  awards  for  “Non 
Sequitur,”  which  is  known  for  its  unusu¬ 
ally  good  Sunday  color. 

Frustrated  about  the  weak  hues  in 
many  Sunday  comics,  Wiley  worked 
with  American  Color  to  improve  the 
look  of  “Non  Sequitur”  starting  in  early 
1994.  Other  cartoonists  followed  suit. 

As  for  the  shrinking  of  strips,  Wiley 
has  said,  “It’s  time  for  cartoonists  to 
stop  complaining  about  how  small 
comics  are.  That’s  the  facts.  I’ve  com¬ 
plained  over  the  years,  too,  but  it  isn’t 
going  to  change.  It’s  up  to  us  to  do  the 
most  we  can  with  the  space  we  have.” 

Last  year,  when  editors  were  looking 
for  comics  to  replace  the  retiring  Gary 
Larson’s  enormously  popular  “Far  Side” 
panel,  Wiley  started  also  drawing  “Non 
Sequitur”  as  a  panel.This  translated  to  a 
number  of  additional  subscribers. 

Wiley  also  has  used  computer  tech¬ 
nology  in  both  “Non  Sequitur”  and  “Us 
&Them.” 

“Wliat  I’m  hoping  is  that  somewhere 
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By  Neil  Rosentnal 


Cc^ley  News  Service  proudly  offers 
the  popular  column  “Intimacy”  by 
Neil  Rosenthal.  With  weekly  solu¬ 
tions  to  the  puzzle  of  human  relation¬ 
ships,  “Intimacy”  covers  topics  rang¬ 
ing  from  love,  divorce,  parenting, 
infidelity,  sex,  communicatiems  and 
self-esteem  to  family  and  more.  Order 
this  popular  column  and  give  your 
readers  the  “Intimacy"  they  crave. 
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down  the  line,  once  they  figure  out 
how  to  make  money  on  the  Internet, 
this  can  be  the  rebirth  of  editorial  car¬ 
tooning,”  he  said. 

Speaking  of  his  two  syndicates,  VTiley 
says  the  size  of  each  has  its  pros  and 
cons.  Wiley  noted  that  he’s  “more  of  a 
focal  point”  at  the  smaller  Washington 
Post  Writers  Group,  while  one  of  many 
cartoonists  at  Universal.  But  he  said  the 
size  of  Universal  and  the  strength  of  its 
sales  force  has  some  advantages. 

“I’ve  been  very  happy  with  the 
Washington  Post,”  explained  Wiley,  “but  I 
felt  ‘Us  &Them’  needed  salesmen  to  sit 
down  with  editors  and  walk  them 
through  it.” 


Rail  Switches  And 
Siporin  Is  Signed 

Editorial  cartoonist  ted  Rail,  a 

1996  Pulitzer  Prize  finalist,  is  moving 
ftxjm  Chronicle  Features  to  Universal 
Press  Syndicate  as  of  Aug.  1. 

Meanwhile,  Chronicle  has  begun  dis¬ 
tributing  Mickey  Siporin,  another  pro¬ 
gressive  editorial  cartoonist  with  an  orig¬ 
inal  and  offbeat  style. 

Rail  (profiled  in  £6fP,  Dec.  18, 1993,  p. 
42)  said  it  was  difficult  choosing 
between  Chronicle  and  Universal. 

“They’re  both  good  at  what  they  do,” 
noted  the  New  York  City-based  creator. 
“But  I  decided  to  go  with  a  latter  syndi¬ 
cate  with  a  bigger  sales  force.  I  thought 
there  would  be  more  of  an  opportunity 
to  get  new  clients  and  readers.” 

Rail,  who  signed  with  Chronicle  in 
1991,  currently  runs  in  90-plus  newspa¬ 
pers.  He  also  self-syndicates  a  weekly 
opinion  column 

Universal  vice  president/editorial 
director  Lee  Salem  said  the  syndicate 
likes  Rail’s  work  because  its  look  and 
social/political  perspective  are  “very  dif¬ 
ferent”  from  other  cartoons. 

Chronicle  editor/general  manager 
Stuart  Dodds  said  he  was  “sorry  to  see 
Ted  go.  He  is  a  very  good  cartoonist.” 

Dodds  also  expressed  unhappiness  at 
losing  yet  another  creator  to  Universal, 
which  previously  signed  Chronicle’s 
Gary  Larson  (“The  Far  Side”)  and  Dan 
Piraro  (“Bizarro”). 

“There’s  sort  of  a  path  between  us  and 
Universal,  and  I’d  like  the  grass  to  grow 
for  a  while,”  observed  Dodds. 

While  “it’s  difficult  for  a  small  syndi¬ 
cate  to  compete  with  a  large  one,”  he 
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continued,  the  fact  that  United  Media  has 
begun  handling  Chronicle’s  sales  should 
help  retain  creators  in  the  future. 

“We  now  offer  the  editorial  intimacy 
of  a  small  syndicate  and  the  marketing 
power  of  a  large  one,”  the  executive  said. 

Speaking  of  Siporin,  Dodds  said 
Chronicle  chose  to  sign  him  over  several 
staff  cartoonists  at  daily  papers  because 
“his  work  is  truly  distinctive.” 

He  added,  “My  impression  is  that  edi¬ 
torial  page  editors  are  more  open  than 
before  to  political  cartoons  that  break 
with  tradition.  I  think  they  may  welcome 
Siporin  as  a  change  of  pace  and  mood.” 

A  Chronicle  mailing  describes  Siporin 
as  a  “sharp  observer  of  the  political 
scene”  who  “brings  a  new  look  to  the 
editorial  cartoon.  Instead  of  relying  on 
the  traditional  caricature,  he  lets  the  crea¬ 
tures  of  his  imagination  convey  his  mes¬ 
sage  in  drawings  that  are  full  of  whimsy 
and  pleasing  special  effects.” 

Siporin,  who  has  a  design  background, 
said,  “I  love  to  be  thought  of  as  whimsi¬ 
cal.”  But  he  emphasized  that  he  is  also 
doing  strong  commentary  on  political 
and  social  matters. 

And  Siporin,  a  fan  of  cartoonist/illus- 
trator  Saul  Steinberg  and  “Krazy  Kat”  cre¬ 
ator  George  Herriman,  mentioned  that 
he  shares  with  Rail  a  preference  for 


Ted  Rail  (top  left) 
and  Mickey  Siporin 
(bottom  right) 


multi-panel  drawings  that  allow  for  more 
exploration  of  issues. 

Chronicle,  which  is  offering  two 
Siporin  cartoons  a  week,  said  charter 
clients  include  the  San  Francisco 
Chronicle  and  Newark,  Star-Ledger. 

Siporin’s  work  has  appeared  in  two 
New  York  City  papers,  the  Westsider  and 
Chelsea-Clinton  News,  since  1987.  The 
previously  self-syndicated  creator  has 
also  been  published  in  dailies  such  as  the 
Los  Angeles  Times  and  New  York  Times. 

In  addition,  the  Upper  Montclair,  N.J., 
resident  teaches  cartooning  and  cine¬ 
matography  at  Montclair  State  University. 

Siporin  —  whose  short  comedy  films 
have  appeared  on  PBS,  Cinemax,  HBO 
and  Showtime  —  said  he  was  so 
impressed  with  Rail’s  cartoons  that  he 
invited  him  to  speak  at  Montclair  State 
several  years  ago. 

“I  was  taken  by  the  fact  that  he  had 
this  original  approach  at  an  amazingly 
young  age,”  said  Siporin.  “I  think  Ted’s 
woric  is  fimny  and  real  perceptive.” 

And  Rail  is  an  admirer  of  Siporin. 
“Mickey  is  a  great  cartoonist,”  he  said.“He 
melds  a  ’60s  new-joumalism  style  with  a 
’90s  alternative  style.  I’m  happy  that  my 
replacement  at  Chronicle  is  someone 
whose  woik  1  really  respect.” 

— ^David  Astor 
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NAA's  Bennett 
gets  new  post 

The  newspaper  association  of 

America  announced  that  Randy 
Bennett  has  been  promoted  to  vice 
president  of  new  media. 

Bennett  steers  the  association’s  new 
media  projects.  Prior  to  joining  the  NAA 
in  1990,  Bennett  worked  at  America 
Online.  He  began  his  career  at  Knight- 
Ridder  Inc. 

Veterans' 
paper  expands 

FETERANS’ JOURNAL,  A  quarterly 
two<oior  tabloid,  plans  to  boost 
distribution  for  the  Democratic  and 
Republican  conventions. 

The  newspaper  will  be  renamed  the 
Veterans’  Vision  and  distribution  will 
increase  from  30,000  to  a  press  run  of 
195,000. 

Veterans’  Vision  is  published  by  the 
Circle  of  Friends  for  American  Veterans, 
an  advocacy  group  that  supports  pro¬ 
grams  for  homeless  veterans.  Next  year, 
the  newspaper  plans  to  move  to  a 
monthly  publication  schedule. 

New  address 

The  WORLD  PRESS  Freedom 
Committee  has  a  new  address. 

It  is;  1 1690-C  Sunrise  Valley  Drive, 
Reston,Va.  20191  The  telephone  num¬ 
ber  is  (703)  715-9811  and  the  fax  num¬ 
ber  is  (703)  620-6790. 

New  NAA 
consultant 

Dr.  MARY  ARNOLD,  a  University  of 
Iowa  journalism  professor,  will 
serve  as  a  consultant  to  the  Newspaper 
Association  of  America  Foundation. 

Arnold  will  spend  a  year  helping  to 
develop  programs  aimed  at  “helping 
young  people  become  informed  citi¬ 
zens  with  the  skills  they  need  to  lead 
productive  lives,”  according  to  the  NAA. 

Arnold  is  the  current  head  of  the 
Association  for  Education  in  Journalism 
and  Mass  Communication’s  Scholastic 
Journalism  Division. 

Also,  she  is  the  former  executive 
director  of  the  Iowa  High  School  Press 


Association. 

The  NAA  Foundation  is  the  educa¬ 
tional  and  charitable  arm  of  the  NAA. 

Associated  Press 
names  interns 

The  ASSOCIATED  PRESS  announced 
15  interns  will  participate  in  its 
1996  Minority  Internship  Program.The 
program  is  open  to  Hispanics,  blacks, 
and  Native  Americans. 

The  print  interns,  their  schools  and 
the  bureau  in  which  they  will  work  are: 
Genaro  Armas,  Syracuse  University, 
Albany;  Madeline  Baro,  University  of 
Miami,  Kansas  City; Timothy  Brown, 
Jackson  State  University,  Jackson; 
Kimberly  Greuter,  University  of 
Tennessee-Chattanooga,  Nashville; 

Deepti  Hajela,  Northwestern  University, 
Chicago. 

Also:  Jaime  Holguin,  New  Mexico 
State  University,  Albuquerque;  Shannon 
King,  Southern  University,  New  Orleans; 
Marco  Leavitt,  University  of  Utah,  Salt 
Lake  City; Teresa  Lee,  University  of 
Southern  California,  Los  Angeles;  Shefali 
Parekh,  Syracuse  University,  Albany; 
Michelle  Roberts,  University  of  Arizona, 
Phoenix;  Kalpana  Srinivasan,Yale 
University,  Hartford;  and  Matthew  Yi, 
University  of  Califomia-Bericeley,  San 
Francisco. 

The  photo  intern  is  Victoria  Arocho, 
Rochester  Institute  of  Technology, 
Dallas. 

The  broadcast  intern  is  Keona 
Humphries,  University  of  Alabama, 
Washington  Broadcast  News  Center. 

The  finalists  were  chosen  from  a 
pool  of  more  than  100  applicants.  The 
program  is  coordinated  by  Jack  Stokes, 
director  of  recruiting  and  assistant  per¬ 
sonnel  director. 

NJ.  daily  names 
summer  interns 

The  record,  BERGEN  county,  N.J., 
has  named  six  paid  summer  interns 
from  among  the  13  students  who  partic¬ 
ipated  in  the  newspaper’s  third  annual 
Minority  Journalism  Workshop. 

All  of  the  woikshop  participants 
attend  area  high  schools  and  universi¬ 
ties. 

Editors  and  reporters  from  the 


Record  provided  training  in  all  depart¬ 
ments,  and  students  experienced  simu¬ 
lated  press  conferences,  interviews,  and 
reporting  deadlines. 

The  paid  interns  are:  Hector  Fadraga, 
Memorial  High  School,  West  New  York; 
Malena  Higuera,  Pascack  Hills  Regional 
High  School,  Montvale;  Brendan  Lee, 
Northern  Valley  Regional  High  School, 
Demarest;  Monika  Mathur, William 
Patterson  College;  Luz  Sandoval, 
Hackensack  High  School;  and  Charles 
Waters,  Fairleigh  Dickinson  University. 

NPMA  leaders 

The  newspaper  purchasing 

Management  Association  recently 
elected  its  officers  for  1996-1997. 

Theresa  A.  Sinner,  purchasing  manag¬ 
er  of  the  Rocky  Mountain  News, 

Denver,  was  elected  president. 

Other  officers  elected  were:  presi¬ 
dent-elect,  Marie  Grunlund,  general  man¬ 
ager  and  vice  president.  Median  Supply 
Co.  Inc.,  Staten  Island,  N.Y;  vice  presi¬ 
dent,  Dennis  Radke,  Minneapolis  Star 
Tribune-,  secretary,  Joan  Salter,  Louisville 
Courierjoumal-,  and  treasurer,  Tom 
Miller, //oMsfon  Chronicle. 

Elected  as  directors  were:  Sandra 
Zachary,  Knoxville  (Tenn.)  News- 
Sentinel,  and  Geraldine  Wiest,  Patriot 
News  Co.,  Harrisburg,  Pa. 

Scripps  creates 
venture  fund 

The  E  W.  SCRIPPS  Co. announced  it 
will  create  a  $50  million  venture 
fund  that  will  focus  on  media-related 
enterprises  offering  opportunities  for 
long-term  development  and  growth. 

The  fund,  Scripps  Ventures,  will 
invest  outside  the  company’s  core  busi¬ 
ness,  which  includes  newspapers,  televi¬ 
sion  stations,  television  programming 
units,  a  cable  network  and  United 
Media. 

Initially,  according  to  the  company, 
the  fund  will  focus  on  opportunities  in 
areas  such  as  educational  media  for  pro¬ 
fessional,  corporate  and  consumer  audi¬ 
ences,  direct  and  affinity  marketing,  and 
new  media  formats. 

Scripps  Ventures  will  operate  as  a 
subsidiary  of  E.W.  Scripps  Co.,  and  will 
seek  minority  positions,  joint  ventures, 
start  ups,  and  acquisition  opportunities. 
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Shop  Talk 

Continued  from  page  72 

This  magazine  was  published  on 
what’s  become  known  as  enhanced 
newsprint  and  was  to  set  the  trend 
among  all  its  rivals. 

The  eariy  results  pleasantly  surprised 
both  titles.  Sales  started  to  go  up.  Within 
months,  they  had  moved  up  very  fast 
indeed. 

But  nothing  is  new  for  long  in  the 
competitive  world  of  British  newspa¬ 
pers. 

The  rival  groups  quickly  appreciated 
that  they,  too,  would  have  to  offer  more 
to  readers  on  a  Saturday.  Over  the  next 
couple  of  years,  Saturday  editions  grew 
dramatically  as  papers  offered  extra  sec¬ 
tions  —  on  lifestyle,  motoring,  sport,  arts 
reviews,  entertainment  and  listings 
guides  and  business  —  though  the  Daily 
Telegraph  stayed  out  well  in  front  of  the 
pack  with  more  sections  and  that  win¬ 
ning  magazine. 

The  Times  expanded,  starting  an 
excellent  enhanced  newsprint  magazine. 
The  Guardian  invested  in  a  similar  mag¬ 
azine  plus  a  separate  analysis  section. 
Even  the  Financial  Times,  the  daily  busi¬ 
ness  paper,  decided  to  move  from  two  to 
three  sections. 

It  didn’t  take  long  for  advertising 
agencies  to  note  what  was  happening. 
They  carried  out  surveys,  which  showed 
that  readers  were  spending  more  time 
reading  their  Saturday  papers  than  their 
midweek  issues.  So,  advertising  volumes 
rose  in  line  with  sales,  allowing  papers  to 
add  even  more  to  the  growing  pagina¬ 
tions. 

Sales  rose  so  dramatically  that,  at  one 
point  in  1993,  the  Daily  Telegraph  boast¬ 
ed  that  its  Saturday  sale  had  topped 
1,224,000.  The  significant  point  being 
that  its  Monday  to  Friday  circulation  at 
the  time  was  running  at  an  average  of 
less  than  a  million.  Saturday  was  boom 
day. 

It  was  such  a  boom  day  that  newspa¬ 
per  owners  were  quick  to  realize  they 
could  charge  more  for  the  extra  value 
they  were  offering  readers.  Broadsheets 
charged  a  premium  cover  price  for  their 
enlarged  Saturday  issues. 

The  Guardian,  for  example,  charged 
an  extra  5  pence.  But  the  Telegraph,  the 
most  successful  of  all,  now  chaiges  70 
pence  for  its  Saturday  issue,  compared  to 
just  40  pence  from  Monday  to  Friday. 

The  tabloids  weren’t  far  behind  in 
latching  on  to  the  new  trend.  And  they 
were  helped  even  more  by  another 
happy  coincidence. 

In  1991,  the  newspapers  were  allowed 
at  last  to  publish  the  week’s  television 


and  radio  programs  in  advance. 
Previously,  the  program  guides,  which 
were  the  copyright  of  the  broadcasters, 
could  be  published  in  advance  only  by 
two  magazines  owned  by  the  networks. 
This  gave  tabloid  readers,  who  are  avid 
television  viewers,  a  greater  incentive  to 
buy  the  Saturday  papers  with  their  spe¬ 
cial  TV  pullouts. 

The  most  innovative,  up-market 
tabloid  of  all,  the  Daily  Mail,  also 
launched  a  Saturday  magazine  towards 
the  end  of  1993. 

The  magazine,  called  Weekend  —  a 
favored  title  among  the  various  Saturday 
papers  —  carried  celebrity  interviews 
and  TV  listings. 

A  simple  formula,  but  carried  out  with 
such  superb  technical  merit  that  it’s 
rightly  regarded  as  the  most  reader- 
friendly  TV  guide  on  sale. 

It  proved  to  be  a  repeat  of  the 
Telegraph  experience. 

Saturday  sales  of  the  Daily  Mail  took 

It  didn’t  take  long  for 
advertising  agencies 
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more  time  reading 
their  Saturday  papers 
than  their 
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the  paper’s  own  senior  staff  by  surprise. 
Within  three  months,  it  had  added  10% 
to  sales,  and  it  continued  to  rise. 

The  Mail's  main  rival  in  what’s  known 
as  the  middle  market,  the  Daily  Express, 
was  slow  to  realize  the  Saturday  phe¬ 
nomenon. 

It  delayed  for  too  long  before  launch¬ 
ing  its  own  magazine.  The  Express'  dra¬ 
matic  decline  in  sales  relative  to  the  Mail 
dates  from  this  jieriod. 

'fhe  Mail  was  outselling  the  Express 
by  about  300,000  at  the  end  of  1993. 
That  margin  has  widened  to  almost 
800,000  in  less  than  three  years. 

In  early  1994, 1  carried  out  an  exercise 
to  see  just  how  important  the  Saturday 
market  had  become. 

I  compared  Saturday  circulations  with 
Monday  to  Friday  circulation  in  19SK)  and 
1994. 

I  discovered  that  the  Saturday  sales 
benefit  had  been  unprecedented  across 
almost  every  title,  with  huge  swings  for 


the  Daily  Telegraph,  the  Sun  —  which 
had  promoted  its  Saturday  edition  with 
great  elan  —  the  Daily  Mail  and  the 
Guardian. 

The  Independent,  which  claimed  to 
have  changed  the  Saturday  newspaper 
culture,  had  by  then  been  eclipsed  by  its 
wealthier  rivals.  It  had  begun  to  suffer  a 
severe  sales  reverse,  but  for  quite  anoth¬ 
er  reason. 

It  was  richly  ironic  that  one  of  the  rea¬ 
sons  the  Independent  offered  for  having 
launched  a  bigger  Saturday  edition  was 
that  it  would  do  away  with  the  need  for 
people  to  read  a  Sunday  paper. 

Unfortunately,  it  didn’t  take  its  own 
advice  and  instead,  in  January  1990,  it 
launched  its  own  Sunday  paper,  a  deci¬ 
sion  which  was  to  prove  disastrous  for 
the  Independent's  founders. 

But  it  would  be  wrong  for  you  to  imag¬ 
ine  that  the  British  have  discovered  a 
simple  way  to  sell  papers  by  enlai^ing 
their  Saturday  editions.  Nor  should  you 
imagine  that  these  extra  sales  have  saved 
the  industry. 

This  positive  story  has  a  very  signifi¬ 
cant  negative  aspect,  because  the  success 
of  Saturday  newspapers  has  been  at  the 
expense  of  Sunday  newspapers.  For 
every  sale  that  has  been  won  on  a 
Saturday,  at  least  two  sales  have  been  lost 
on  a  Sunday. 

It’s  too  simplistic  to  suggest  that  peo¬ 
ple  who  buy  a  big  paper  on  a  Saturday 
are  saying  they  can’t  face  another  big 
paper  on  a  Sunday.  Some  of  them  do,  of 
course. 

But  we  cannot  ignore  that  there  has 
also  been  a  profound  cultural  change  in 
the  British  weekend  in  the  past  25  years. 

Simday  is  no  longer  a  day  of  intro¬ 
spection,  spent  with  the  family  in  the 
confines  of  one’s  home. 

It’s  become  instead  a  day  of  leisure 
activity.  Shops  are  open.  Big  football 
matches  are  played.  The  gradual  effect 
has  been  the  dramatic  decline  of  Sunday 
newspaper  sales. 

In  mariced  contrast  to  the  boom  on 
Saturdays,  there  is  gloom  on  Sundays.The 
figures  show  an  inexoiable  overall 
decrease  in  the  market  among  the  nine 
Sunday  national  titles. 

In  10  years  (in  spite  of  the  launch  of 
the  new  paper  I  just  mentioned,  the 
Independent  on  Sunday)  the  total  circu¬ 
lation  has  fallen  by  almost  2.5  million,  a 
loss  of  14%.  The  rate  of  decline  is  speed¬ 
ing  up;  265,000  sales  have  gone  in  the 
past  year. 

For  some  reason,  the  owners  haven’t 
reall>'  taken  this  fall  as  seriously  as  they 
have  the  decline  in  daily  circulation.  As 
we’ve  seen,  this  was  offset  by  the  launch 
of  big  Saturday  editions. 
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their  cameras  and  tape  recorders  after 
the  first  three  minutes  of  her  speech. 

Reporters  of  all  media  were  allowed 
into  the  auditoriums,  but  were  warned 
not  to  ask  questions  afterwards.  If  they 
tried,  they  were  ignored. 

Some  journalists  were  so  annoyed  that 
they  bypassed  Claric’s  45-minute  speech 
at  a  recent  fund-raising  dinner  for  the  Uni¬ 
versity  of  Califomia-Fresno  Foundation. 

The  Fresno  Bee  ran  a  picture  and  cap¬ 
tion  entitled,  “Clark  speaks,  briefly”  with¬ 
out  an  accompanying  story. 

Nancy  Osborne,  an  anchorwoman  for 
KFSN-TV,  an  ABC-TV  affiliate  in  Fresno, 
said  Clark  had  no  reason  to  be  difficult. 

“She’s  no  Princess  Di,”  Osborne 
laughed.  “I  don’t  understand  why  she 
won’t  take  any  questions.  For  someone 
who  was  so  offended  by  the  other  half  of 
the  equation  [the  O.J.  Simpson  defense 
team]  she  certainly  is  making  a  good  liv¬ 
ing  off  of  it.” 

Betsy  Berg,  director  of  the  William 
Morris  Lecture  Bureau,  says  Darden  and 
Clark  are  warned  against  unfettered 
news  coverage. 

“They  need  to  be  protected  so  they 
can  speak  freely,”  Berg  said. 

That  has  angered  some  public  college 
officials  and  free  speech  advocates  who 
say  reporters  must  be  allowed  to  exer¬ 
cise  their  role  as  surrogates  for  those 
who  don’t  attend  the  events. 

“The  First  Amendment  protects  the 
right  of  media  to  cover  legitimate  news 
events,”  said  Sandra  Chance,  assistant 
director  of  the  Brechner  Center  for  Free¬ 
dom  of  Information  in  Gainesville,  Fla. 

“The  First  Amendment  insures  that  the 
public  participates  in  policy  debates.  If 
the  public  doesn’t  understand  the  issues, 
the  debate  is  thwarted.” 

NOT  PRESS  FRIENDLY 

Darden  and  Clark  were  ordered  by 
Los  Angeles  District  Attorney  Gil  Garcetti 
not  to  speak  to  the  news  media  during 
the  Simpson  trial,  fearful  it  would  affect 
the  case. 

Suzanne  Childs,  director  of  communi¬ 
cations  for  the  district  attorney’s  office, 
said  Garcetti  felt  he  should  handle  all  the 
press  inquiries  because  the  case  was  so 
sensitive. 

“It  was  a  touchy  area,”  Childs  said  in 
an  interview  from  her  office.  “There  are 
things  you  can’t  say  about  an  ongoing 
case.  Chris  and  Marcia  didn’t  talk  to  the 
media  while  the  trial  was  in  progress.  Gil 
was  the  only  one  who  spoke  to  the  press 
during  that  period.” 

But  Darden  acknowledged  in  his  book 


that  he  and  Claric  granted  interviews 
whenever  they  felt  it  would  help  their 
case  or  help  their  image. 

Right  before  the  trial  started,  Darden 
telephoned  David  Margolick  of  the  New 
York  Times  because  he  felt  his  standing 
in  the  black  community  was  being  com¬ 
promised  by  comments  from  defense 
attorney  Johnny  Cochran  Jr. 

WTien  he  worried  that  his  police  wit¬ 
nesses  were  not  being  aggressive 
enough,  Darden  called  a  live  Geraldo 
Rivera  show  and  said  he  hoped  they 
would  improve  their  performance  on  the 
witness  stand. 

On  another  occasion,  Darden  told  Los 
Angeles  Times  reporter  Andrea  Ford  to 
get  her  paper  to  kill  a  shopping  mall  sur¬ 
vey  in  which  people  referred  to  him  as 
an  Uncle  Tom. 

“Look,  Andrea,  I  am  one  of  the  princi¬ 
pals  in  this  trial,”  Darden  quotes  himself 
as  saying.  “Don’t  do  this.  You  fucking  do 

The  William  Morris 
Agency,  however,  warned 
colleges,  universities  and 
any  other  group  that 
booked  the  prosecutors 
that  it  wanted  the  media 
kept  in  check  during  the 
Darden  and  Clark 
appearances 

this  and  I  won’t  say  another  word  to  the 
LA.  Timesr 

And  Ford  reportedly  replied:  “It’s  not 
my  story.  I  can’t  stop  it.” 

Clark,  at  another  point  in  the  trial, 
called  the  New  York  Times  to  rebut  the 
defense  testimony  of  Rosa  lopez,  a  maid 
who  worked  for  Simpson’s  next  door 
neighbor. 

“Her  lack  of  credibility  was  so  appar¬ 
ent  we  could  never  have  imagined  the 
defense  would  hinge  their  whole  case  on 
this  witness,”  Clark  said. 

The  prosecutors’  distaste  for  the  new  s 
media  was  nurtured  by  the  way  they 
were  portrayed  during  the  trial,  including 
stories  that  they  were  having  an  affair. 

Darden  said  the  stories  weren’t  true, 
but  acknowledged  they  were  encour¬ 
aged  by  the  fact  that  the  two  of  them 
spent  a  weekend  together  in  San  Fran¬ 
cisco.  He  noted  they  stayed  in  separate 
rooms. 

The  newspapers  and  television  sta¬ 
tions,  in  addition,  pestered  their  families 
with  interview  requests  and  chronicled 
Clark’s  custody  battle  with  her  ex-hus- 
band. 


At  one  point  during  the  trial,  Clark 
wrote  Darden  a  note  to  express  her  out¬ 
rage  at  a  KCBS-TV  Los  Angeles  news 
crew’s  attempt  to  interview  his  brother, 
who  was  dying  of  AIDS. 

“Those  sleezy  [sic]  pieces  of  shit  are 
fucking  immoral,  irresponsible,  scum¬ 
sucking  [sic]  pigs.  There  is  simply  no 
valid  reason  for  this.  Kind  of  similar  to 
publishing  one  half  of  a  custody  case, 
don’t  you  think?” 

CONTROLLING  THE  PRESS 

Childs,  of  the  district  attorney’s  office, 
said  that  neither  Darden  nor  Clark  were 
under  any  legal  or  ethical  prohibitions 
once  the  trial  was  completed. 

“It  was  over,”  she  said.  “The  case  was 
completed.” 

The  William  Morris  Agency,  however, 
warned  colleges,  universities  and  any 
other  group  that  booked  the  prosecu¬ 
tors  that  it  wanted  the  media  kept  in 
check  during  the  Darden  and  Clark 
appearances. 

“People  always  ask  us  if  we  can  tape 
the  speeches,”  said  Betsy  Berg.  “And  the 
answ'er  is  always  no.  We  don’t  want  any¬ 
one  making  tapes  and  selling  them  for  a 
profit. 

“We  give  reporters  a  chance  to  have  a 
photo  opportunity  before  the  speeches 
so  they  can  get  enough  for  their  news¬ 
cast.  But  we  don’t  want  them  asking 
questions.  If  they  want  to,  they  can  sit  in 
on  the  speech.  Our  rules  apply'  whether 
the  event  is  held  at  a  private  establish¬ 
ment  or  a  public  one.” 

Darden’s  lecture  tour  included  stops 
at  the  University  of  Pittsburgh,  Mercer 
College,  University  of  Massachusetts  at 
Amherst,  Indiana  State  University,  the 
Suffolk  Law  School  in  Boston,  and  St. 
Thomas  University  in  St.  Paul. 

His  first  stop  speech  was  last  Oct.  28 
at  a  University  of  Miami  Law  School 
alumni  breakfast,  a  sold  out  affair  that 
reporters  learned  quickly  would  not  be 
press  friendly. 

Catherine  Pacheco,  a  writer  in  the 
Miami  office  of  media  relations,  was 
instructed  by  William  Morris  to  send  out 
the  following  media  alert:  “Editor’s  Note: 
Note  taking  and  photography  are  wel¬ 
comed;  however,  video  or  audiotaping 
will  not  be  permitted  at  the  event.  At 
Darden’s  request,  no  media  Q  &  A  or 
one-on-one  interviews  will  be  permit¬ 
ted.” 

Newsweek  magazine  writers  who 
received  the  press  advisory  decided  not 
to  cover  Darden  when  they  saw  the 
restrictions  that  were  imposed  on 
reporters. 

Pacheco  was  initially  concerned  about 
the  media  reaction  to  her  ath'isory,  but 
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said  she  thought  the  press  media  got 
enough  to  satisfy  it. 

“He  was  late  and  wanted  to  make  it  up 
to  them,”  she  said.  “The  television  people 
got  enough  before  the  speech  for  a  cou¬ 
ple  of  sound  bites  and  they  let  the  cam¬ 
era  crews  pan  the  audience.” 

But  David  Lyons  of  Miami  Herald  said 
Darden’s  replies  to  five  minutes  worth  of 
questions  were  not  enough  to  meet  the 
needs  of  his  readers. 

Darden’s  speech  also  begged  for  fol¬ 
low-up  questions  after  he  said  that  he 
was  troubled  by  the  racial  hostility  cre¬ 
ated  by  Simpson’s  acquittal. 

“There  was  a  lot  more  to  the  verdict 
than  you  know,”  the  Herald  quoted  Dar¬ 
den  as  saying.  “I  am  not  about  to  call  this 
a  race  based  verdict.  I  am  not  going  to  do 
that.” 

Lyons  said  he  tried  to  ask  a  follow-up 
question  in  the  audience,  but  was  not 
recognized.  Afterwards,  Darden  met  pri¬ 
vately  with  law  students. 

“They  wouldn’t  let  us  in  there,”  Lyons 
said. 

Clark’s  first  stop  on  the  college  lecture 
circuit  last  Nov.  21  at  the  University  of 
Florida,  in  Gainesville,  almost  was 
aborted  before  it  began. 

Clark,  who  was  paid  $22,500  to  give 
her  speech,  refused  to  start  until  the  local 
television  and  radio  news  crews,  which 
included  college  stations,  turned  off  their 
cameras  and  microphones. 

After  a  frenzied  consultation  with 
William  Morris  in  New  York,  Claik  agreed 
to  let  the  crews  tape  the  first  three  min¬ 
utes  of  her  presentation. 

Clark’s  speech  and  the  restrictions  per¬ 
suaded  the  University  of  Miami  lecture 
bureau  to  revise  its  rules.  Speakers  who 
receive  university  funds  now  have  to 
agree  to  allow  the  news  media  to  record 
whatever  they  deem  newsworthy. 

Clark  eventually  advised  the  8,000  stu¬ 
dents  that  they  should  look  for  work  that 
will  be  satisfying  instead  of  taking  a  job 
just  for  salary. 

“Today,  the  world  is  a  far  more  com¬ 
plicated  place,”  Nancy  L.  Othon  wrote  in 
the  St.  Petersburg  Times.  “Money  is  the 
primary  goal  with  the  nature  of  the  goal 
being  of  secondary  importance.” 

The  Clark  and  Darden  lectures  have 
caught  the  attention  of  the  Student  Press 
Law  Center,  which  is  concerned  that 
public  figures  might  use  lecture  bureaus 
to  shield  them  from  legitimate  news 
scrutiny. 

“It  seems  to  me  to  be  an  open  and 
shut  case,”  said  Michael  Hiestand,  a  staff 
attorney  with  the  law  center,  “especially 
if  the  speakers  are  paid  with  public 
funds.The  public  has  the  right  to  be  rep¬ 
resented  there.” 


Offensive 
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Don  Stricklin,  first  assistant  district 
attorney,  told  the  Associated  Press  that 
the  tape  showed  no  evidence  of  stalking, 
assault  or  battery. 

“There  was  just  not  enough  time  for  a 
criminal  violation,”  Stricklin  said.“rve  had 
people  come  to  my  house  doing  door-to- 
door  sales  that  lasted  longer  than  that.” 

That  might  have  ended  the  matter,  but 
Fleck  chose  to  go  on  the  offensive. 

“It  was  all  very  funny  for  a  while,”  the 
reporter  mused. 

“But  then  they  kept  repeating  the 
assault  and  battery  stuff.  So  I  started  to 
get  pissed.” 

Fleck  telephoned  an  area  lawyer,  David 
Berg,  and  asked  if  he  would  take  on  a 
libel  case  against  Stockman,  pro  bono, 
and  Berg  agreed.  Any  award  or  settle¬ 
ment  from  the  suit.  Fleck  said,  will  be 
donated  to  a  charity. 

“I  guess  they’re  just  paranoid  about 
reporters  and  media  in  general,”  Fleck 
said,  reflecting  on  the  incident. 

“I  think  Stockman’s  trying  to  use  it  as 
a  campaign  issue.  He’s  in  a  tight  race  and 
he’s  trying  to  wave  a  flag  —  you  know  to 
say  i’m  being  persecuted  by  the  liberal 
media.’  ” 

Stockman’s  office  did  not  return 
repeated  telephone  messages. 
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located  at  the  Main  Press  Center,  Super¬ 
store,  Centennial  Park  and  hotels, 
enabling  athletes,  officials  and  spectators 
to  read  their  hometown  papers  each 
morning. 

Participating  papers  are  Hamburg’s 
Bild  and  Die  Welt,  Britain’s  Daily  Tele¬ 
graph  and  Daily  Mail,  Asia  Times  (Hong 
Kong  and  Thailand);  Liberation,  Paris; 
Johannesburg  Star,  Tages-Anzeiger, 
Zurich;  Aftonbladet,  Stockholm;  Jomal 
do  Brasil,  Rio  de  Janeiro;  and  a  Korean 
daily. 

Yoav  Lorch,  founder  of  the  PressPoint 
venture,  said  in  a  prepared  reIease,“Even- 
tually,  business  and  leisure  travelers  will 
expect  to  get  their  hometown  newspa¬ 
per  wherever  they  are  —  in  the  same 
way  that  they  automatically  expect  cable 
television  in  their  hotel  rooms.” 

Scitex  also  is  providing  Sports  Illus¬ 
trated  with  hardware  and  software 
needed  to  scan,  proof,  store  and  remotely' 
transmit  files  for  producing  1 8  full-color 
daily  editions,  a  quarter-million  copies  of 
which  will  be  printed  for  distribution  at 
the  Games. 
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hits  are  growing  steadily  as  the  games 
approach.” 

Trotz  said  he  has  been  reasonably  suc¬ 
cessful  with  advertising. 

“Absolute  Vodka  advertises  on  the 
Savarmah  site  and  they  are  getting  rea¬ 
sonable  traffic  and  are  very  happy  with 
it,”  he  said.  “For  the  mccolympics.com 
site,  we  have  found  a  local  Augusta  com¬ 
pany  that  normally  doesn’t  advertise 
locally  with  us  in  the  print  edition.” 

This  company,  according  to  Trotz, 
spends  zero  dollars  in  print  advertising 
with  the  paper,  but  spends  a  huge  chunk 
of  its  budget  in  national  and  interna¬ 
tional  advertising. 

“I  hesitate  to  tell  you  what  they  do, 
but  they  are  an  impotence  clinic  and 
market  a  patented  impotence  treatment 
and  they  see  our  audience,  primarily 
white  males,  as  being  a  good  market  to 
target  and  the  Web  a  great  way  to  target 
them,”  he  said. 

He  said  the  company  sees  advertising 
on  the  Web  as  an  experiment  and  likes 
the  idea  of  how  carefully  they  can  track 
who  sees  their  advertisement. 

“Each  paper  is  going  after  its  own 
advertising  efforts,”  he  said. 

As  far  as  managing  traffic,  Trotz  is  not 
concerned.  During  the  Masters  Tourna¬ 
ment,  the  Augusta  Chronicle  servers 
took  6  million  hits  in  one  week  with  no 
problems,  he  said. 

“We ’ll  be  promoting  the  site  in  all  32 
of  our  papers  nationwide,  but  we  won’t 
get  the  kind  of  traffic  atlantagames.com 
or  the  official  site  gets,”  he  said.  “We  will 
be  fine  unless  the  entire  Internet  goes 
down,  which  some  people  have  said  it 
will,  but  I  hope  and  pray  that,  that  won’t 
happen.” 


Newspaper 
Partners  In 
Phone  Service 

The  palm  beach  (Fla.)  Post  and  the 
Fort  Lauderdale  Sun-Sentinel  have 
partnered  with  BellSouth  Advertising  and 
Publishing  Corp.,  the  nation’s  largest 
publisher  of  telephone  directories,  to  cre¬ 
ate  Florida  511. 

The  service  will  offer  news  and  infor¬ 
mation  on  a  range  of  consumer-oriented 
topics  from  health  care  to  automotive  to 
trivia/games  to  stock  quotes. 

Calls  to  the  service  will  cost  504:  each, 
and  will  be  charged  to  the  consumer’s 
monthly  bill. 
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1 1  W.  19th  Street  •  New  York,  NY  1001 1  •  Phone  (212)  6754380  •  Fax  (212)  929-1259 


FEATURES  AVAILABLE 


AUTOMOTIVE 

GAMING/WALL  STREET 

CAR  FEATURES  are  our  business:  Col¬ 
umns  available  on  road  tests,  car  care, 
auto  trivia/history.  (810)  573-2755. 

HEARD  ON  THE  STRIP  -  Uvely  weekly 
column,  inside  Las  Vegas.  ('News 
Before  It's  NEWSI)  Written  by  GAM¬ 

THE  AUTOMOTIVE  REPORT:  A 
package  of  at  least  1 2  stories  plus 
DriveTime  shorts  direct  from  the  indus¬ 
try  leaders.  AUTOMOTIVE  NEWS  and 
AUTOWEEK.  Rebate  charts  also  avail¬ 
able.  Ideal  for  your  automotive. 

ING  TODAY  business  editor  Chuck  Di 
Rocco,  who  has  covered  the  casino 
capital  of  the  world  since  1975. 
Accent:  public  gaming  companies. 
Many  news  firsts  to  its  credit.  Samples 
call  (702)  798-1 151. 

classified  and  display  sections. 

Joe  Hanley,  CRAIN  NEWS  SERVICE, 

HUMOR 

Phone:  (212)  254-0890 

Fax:  (212)  254-7646. 

IN  A  NUTSHELL:  Award-winning,  700 
words,  weekly.  Free  Samples:  Barbara 

WHEELS  101:  A  weekly  column 
teaching  the  basics  of  buying,  owning 
and  driving  a  car  by  automotive  expert 
Jayne  O'Donnell.  Joe  Hanley,  CRAIN 
NEWS  SERVICE,  Phone:  (212)  254- 
0890.  Fox:  (212)  254-7646. 

Naness,  119  Washington  Ave.,  Staten 
Island,  NY  10314.  (718)  698-6979. 
hltp://vrww.inlerealm.com/p/ nutshell 

Good  business  is  the  best  art. 

Andy  Warhol 

She  tickles  funny  bones  and  touches  ' 
hearts.  FAMILY  HUMORIST.  Deb  Di 
Sandro,  (847)  639-1232 


WHY  NOT  TAKE  A  CHANCE?  Weekly 
500  word  column,  first  6  months  free. 
Won't  last  long  at  these  prices.  Call  for 
PeiTy...(71 3)  802-2799.  You'll  like  it... 


MOVIE  REVIEWS 


MINI  REVIEWS.  Essential  information 
for  moviegoers.  Camera  ready.  Star 
photos.  Graphic,  provocative  rating 
system.  Cineman  Syndicate,  P.O.  Box 
4433,  Middletovm,  NY  10940; 

(914)  692-4572.  Fax  (914)  692- 
8311. 


BRAINSQUEEZE 

The  ultimate  Word  Puzzle  producers 
FREE  packet  with  sample  puzzles 
(409)  295-5794  •  fax  (409)  295-9624 
PO  Box  1972,  Huntsville,  TX  77342 


PUZZLE  FEATURES  SYNDICATE 
The  Finest  In  Crossword  Puzzles 
Call  (800)  292-4306/(909)  672-2594 


EDITORS,  I  do  a  Friday  Fantasy  Foot¬ 
ball  column  that  includes  a  comprehen¬ 
sive  injury  update.  Current  subscribers 
include  the  NY  Daily  News  and 
ESPNET.  Barter  deals  available.  For  a 
sample  call  (91 4)  332-1583. 


Call  Editor  &  Publisher  about  our  low  12X, 
26X  and  52X  contract  rates:  (212)  675-4380 


ANNOUNCEMENTS 


NEWSPAPER  APPRAISERS 


C.  BERKY  &  ASSOCIATES,  INC. 
Consultants  •  Appraisals  •  Brokers 
(407)  368-4352 
1 23  NW  13th  St.,  Suite  21 4-8 
Boca  Raton,  FL  33432 


Appraisals  and  Brokerage. 

Call  Dick  Briggs  (864)  457-3846 
RICHARD  BRIGGS  &  ASSOCIATES 
Box  579,  Landrum,  SC  29356. 


DAVID  R.  STILL 
CAPITAL  ENDEAVORS,  INC. 
Serving  the  Southeast 
Newspapers  &  Magazines 
Brokerage  and  Appraisals 
Box  895,  Lowrenceville,  GA  30246 
(770)  962-8399  FAX  (770)  962-8640 


NEWSPAPER  BROKERS 


625  Sold-Est.  1959 
W.B.  GRIMES  &  COMPANY 
P.O.  Box  442 
Clarksburg,  MD  20871 
Larry  Grimes-Pres.-(301 )  540-0636 
Tom  Sexton,  N.Englarfa  (61 7)  545-61 75 
Wren  Barnett,  South  (704)  698-0021 


BILL  MAHHEW  COMPANY  conducts 
professional,  confidential  negotiations 
far  sale  and  purchase  of  highest  qual¬ 
ity  daily  and  weekly  newspapers  in  the 
country.  Before  you  consider  sale  or 
purchase  of  a  property,  you  should  coll 
(813)  733-8053 

or  write  Box  3364,  Clearwater  Beach, 
FL  34630.  No  oblioation  of  course. 


BOUTHO-TAYLOR  MEDIA  SERVICE 
Thomas  C.  Bolitho  Gregory  S.  Taylor 
(405)421-9600 

1 1 7  S.  Broadway,  Ada,  OK  74820 


DAVE  GAUGER 
Sales  &  Appraisals 
Gauger  Media  Service,  Inc. 

Box  627,  Raymond,  WA  98577 
(360)  942-3560 

Look  ahead  a  little  and  gamble  a  lot. 

A.  Zukor 


NEWSPAPER  BROKERS 


JAMES  W.  HALL,  JR. 
Newspaper 

Sales,  Appraisals,  Consultations 
Jim  Hall  Media  Services 
410  Elm  St.,  Troy,  AL  36081 
(334)566-7198 
Fox  (334)  566-01 70. 


JIM  WEBSTER  &  ASSOCIATES 
Brokers,  Appraisers,  Operators 
(817)  599-5785 

31 5  York,  Weatherford,  Texas  76086 


MEL  HODEU  NEWSPAPER  BROKER 
5196  Benito,  Montclair,  CA  91763 
(909)  626-6440  Fox  (909)  624-8852 


MICHAEL  D.  UNDSEY 
1221  N.  Kingston  St. 

Gilbert,  AZ  85233  (602)  81 3-9344 


PHILUPS  MEDIA  SERVICES,  INC. 
Consultants-lnvestments 
ManagemenFBrokers 
P.O.  Box  3308 
Merrifield,VA  221 16-3308 
(703)  846-8410  Fax  (703)  846-8406 


RICKENBACHER  MEDIA  CO. 
Your  broker  far  Southwest 
and  Middle  America. 

3828  Mockingbird  Lane 
Dallas,  TX  75205 

(214)  520-7025  Fox  (214)  520-6951 


NEWSPAPER  APPRAISERS 


NEWSPAPER  BROKERS 


SOUTHERN  NEWSPAPERS,  INC. 
Dick  Smith,  President 
108  Jane  Cove-Cfarksdale,  MS  38614 
(601 )  627-7906  Fox  601  -627-79063* 
W.C.  Shoemaker-  Jerry  Mooney 
P.O.  Box  457,  Kosciusko,  MS  39090 
(601 )  289-2004  or  (800)  890-4706 
Fox  (601)  289  3254 


Whitesmith  Publication  Services 
Rod  Whitesmith,  (360)  892-7196 
Box  4487,  Vancouver,  WA  98662 


NEWSPAPERS  FOR  SALE 


HERE'S  YOUR  CHANCE:  Small  beach 
town  weekly,  worlds  best  climate,  12 
years  old,  adjudicated.  Investing  part¬ 
ner  to  start  -  takeover  later.  Owner/ 
editor  wants  semi-retirement  and  will 
negotiate.  Box  07840,  Editor  &  Pub¬ 
lisher. 


LAS  VEGAS:  Niche  publication  estab¬ 
lished  over  5  years.  No  competition. 
$1 25K  terms.  702-871  -9962  M-F,  9-5 


HAWAII:  Niche  publication,  profitable, 
$225,000;  FLORIDA:  Quality  business 
magazine,  $300,000.  Mayo  Commu¬ 
nications,  (813)971-2061. 


OFFICIAL  NEWSPAPER  in  a  thriving 
Western  Montana  town  is  being 
offered  far  sale.  This  has  been  in  con¬ 
tinuous  operation  since  1914.  Priced  to 
sell  at  $1 10,000.00  with  possible 
owner  terms.  Call  Jim  at  Realty  West  in 
Deer  Lodge  (406)  846-1000. 


NEWSPAPER  BROKERS 


httiK//www.iintnel/-jcribb/ba«poilhtiiit 


Appraisal  -  Brokerage 

BOLITHO-CRIBB 


&  Associates 

Established  1923 


Qualified  Brokerage 
for  over  70  years. 

Appraisal  for  estate, 
ESOP,  partners,  bank, 
tax.  stock,  assets 


ohn  T.  Cribb  1  Annette  Park  Drive,  Bozeman.  MT  59715  406-586-6621 


NEWSPAPERS  FOR  SALE 


MIDWESTERN  SPECIALITY  Publication. 
Owner  Compensation/Cash  Flow 
exceeds  $250,000.  Non-relocatable. 
Priced  to  sell.  Inquire  to  Jim  Hicks 
(Bolitho-Cribb  &  Associates),  336  US 
16  East,  Buffalo,  WY  82834.  Tel: 
(307)684-9407. 


PAID  CIRCULATION  WEEKLY  in  fast- 
growing  Elizabethtown,  KY.  Contact 
Gerald  Lush,  publisher,  (502)  737- 
5585. 


POPULAR  WEEKLY  in  Great  Pacific 
Northwest  city  seeks  buyer,  investor  or 
merger.  All  prime  retailers  on  current 
sales  contracts.  Call  Publisher  (503) 
224-1774. 


RIGHT  ON  THE  COAST  -  Solid  county- 
seat  weekly.  Owner  will  sell  for  less 
than  gross.  Fishing's  great,  close  to  big 
city,  owner  drawing  nice  salary.  Ask¬ 
ing  $50,000  down.  $100,000  balance 
owner-financed.  Bill  Berger,  Assoc. 
Texas  Newspapers,  1801  Exposition 
Blvd.,  Austin,  TX  78703,  (512)  476- 
3950. 


TWO  ADJACENT  WEEKUES  vdth  com- 
bined  paid  circulation  5,000. 
$750,000  gross,  fast-growing  Califor¬ 
nia  location.  Selling  below  gross, 
$250,000  down. 

MOM  N'  POPS  -  Several  under 
$250,000  gross.  One  county  seat.  All 
with  terms. 

David  Gauger,  Gauger  Media  Service, 
Inc.,  P.O.  Box  627,  Raymond,  WA 
98577.  (360)  942-3560. 


TWO  WEEKLY  newspapers  in  Califor¬ 
nia's  Imperial  Valley.  New  equipment, 
strong  community  following,  solid 
advertising  contacts.  $130,000.  Terms 
and  finance  available.  Steve  Larson, 
publisher,  Hoitville  Tribune/Imperial 
Valley  Weekly,  523  Pine  Ave.,  Hoitville, 

:  CA  92250.  Or  call  (61 9)  356-2995. 

I  Practice  being  excited. 
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ANNOUNCEMENTS 


NEWSPAPERS  WANTED 


NEWSPAPERS  WANTED 


AMERICAN  PUBLISHING  COMPANY 
is  aggressively  seeking  newspaper 
acquisitions  wim  circulations  of  5,000 
or  greater.  APC  is  owner/operator  of 
420  publications,  including  112  daily 
newspapers.  All  correspondence  and 
discussions  are  confidential.  Contact: 

KENNETH  W.  COPE,  Exec.  V.P. 

1 006  West  Harmony 

Neosho,  MO  64850 
Phone  (417)  451-1520 


AWARD-winning  Midwest  newspaper 
group  seeks  to  add  paid  newspapers 
to  its  group  of  fine  publications.  Large 
down  payments  or  all-cash  available. 
Seeking  medium-sized  and  large 
circulation  quality  papers  and  groups. 
Management  welcome  to  stay  in  place. 
All  replies  guaranteed  held  confiden¬ 
tial.  Reply  to  Box  07148,  Editor  &  Pub¬ 
lisher. 


NEWSPAPERS  WANTED 


FACKELMAN  NEWSPAPERS  GROUP 
seeks  to  acquire  weekly  and  small 
daily  newspapers  in  the  south, 
midwest.  We  can  offer  cash  or  terms. 
We  also  offer  experience,  commitment 
to  excellent  community  journalism.  If 
you're  interested,  please  give  us  a  call, 
confidentiality  guaranteed.  Marc  A. 
Richard,  Operations  V.P.,  Newspaper 
Service  Co.,  Inc.,  P.O.  Box  910,  Jen¬ 
nings,  LA  70546,  tel;  (318)  824-301 1 . 


REAL  ESTATE 


GOVERNMENT  FORECLOSED 
HOMES  FOR  pennies  on  $1.  Delin¬ 
quent  Tax,  Repo's,  REO's.  Your  Area. 
Toll  free  1  (800)  898-9778  Ext.  H- 
51 89  for  current  listings. 

RENTALS  AVAILABLE 

REPUBLICAN  Convention  San  Diego 
Executive  residence  available 
No  pets.  No  smoking,  $300  per  day 
(520)  577-6088 


E  6T  P:  The  communication  link  of  the  industry  since  1884. 


EQUIPMENT  &  SUPPLIES 


CAMERA  &  DARKROOM 


SQUeeze  Lens  mfg.  since  1 968.  Fine 
tune  process  camera  lens  alignment, 
focus  &  calibration.  Herb  Corlbom 
CK  Optical  (310)  372-0372. 


MAIUIOOM 


GOOD  RECONDITIONED  Cheshire 
and  Kirk-Rudy  labeling  machines  with 
single  and  multiwide  label  heads  and 
quarter  folders.  Coll  Scott  or  Tom  at 
(800)  527-1668  or  (214)  869-2844. 


PRE-OVYNED  MAILROOM  Equipment 
Bill  Kanipe,  ALTA  GRAPHICS,  INC. 
(770)  428-581 7  Fox  (770)  590-7267 


Refurbished  add  on  pockets 
MULLER  MARTINI  227 
KANSA  320  and  480  AVAILABLE 
Call  MidAmerica  Graphics  at 
(800)  356-4886. 


NEWSPRINT  FOR  SALE 


ROLLS  ALL  SIZES  25#,  -  28#,  -  30# 
BEHRENS  INT'L,  LTD.  -  N.B.  CAUF. 
(71 4)  644-2661 ,  Fox  (71 4)  644-0283 


PRESSES  NEEDED 


URGENTLY  REQUIRED 

Goss  metro  units  and 
complete  press  lines. 
Cut-off  22",  22  3/4"  23  9/16" 
Immediate 

confidential  decision. 

Box  07773,  Eklitor  &  Publisher 


PRESSES 


FOLLOV/ING  IS  A  BRIEF 
DESCRIPTION  OF  A  FEW  OF  THE 
PRESSES  INLAND 
IS  CURRENTLY  OFFERING 


22'  cut-off  GOSS  COLORUNER  with  27 
printing  couples,  double  3:2  folder  &  9 
RTP's. 

•7-unit  GOSS  METRO  with  double  3:2 
folder,  2  half  decks  &  7  RTP's-  22  3/4". 
•GOSS  METRO  22  3/4'  cut-off  with  one 
4-color  satellite  unit,  two  3-color  units 
&  two  mono  units. 

•Sovereign  single  3:2  160-page  folder 
with  double  upper  formers,  22  3/4" 
cut-off  and  motor. 

•7-unit  GOSS  COMMUNITY  w/SC 
folder,  22  3/4". 

•2-unit  HARRIS  VI 5D  with  JF1 5  -  1 978 
vintage. 

•6-unit  NEWS  KING  with/KJ6  folder  & 
30  H.P.  motor. 


INLAND  NEWSPAPER 
MACHINERY  CORPORATION 
(913)492-9050 
Fax  (91 3)  492-6217 


METRO,  URBANITE,  COMMUNITY, 
SC,SSC,  MAN  4/2  presses.  AL  TABER 
(770)  552-1528  Fox  (770)  552-2669 


An  overdose  of  praise  is  like  1 0  lumps  of 
sugar  in  coffee;  only  a  very  few  people 
can  swallow  it. 

Emily  Post 


PRESSES 


METRO  LINER  TOWER 
PRESS  UNITS 
PUBLISHERS: 

A  UNIQUE 
OPPORTUNITY  TO 
RE-EQUIP 


Exclusive  Sale-  Outstanding 
metro-liner  plant  22”,  560  MM 
cut-off,  updated,  75,000  cph, 
48  Goss  metro-liner  units,  10 
4x1  metro  towers,  1976-1988 
with  excellent  colour  capacity, 
48  45”  Goss  digital  autopasters 
8  3/2  lap  and  pin  folders  8 
upper  balloon  formers 
8  intermediate,  former  arrange¬ 
ments  complete  with  stitchers 


The  very  latest  in  pic  thyristor 
drives  present.  Dampening 
timer  spray  dampners.  Modern 
press  control  systems  all  to  be 
fitted  with  the  most  advanced 
inking  technology  available. 


Printing  Press  Services 
Sellers  Street  Factory 
Preston,  Lancashire 
ENGLAND,  PR15EU 
(011-44)  1772-797050 
Fax:  (44)  1772-652300 


PRESSES 


\ME  WANT  TO  BUY  YOUR 
EXCESS  PRESS  EQUIPMENT 
FOR  SALE: 

2-unit  Ductor  style  V-1 5A  w/JF7  folder 
Available  immediately. 
GLOBAL  GRAPHICS,  INC. 
(913)541-8886 
Fox  (913)  541-8960 


WANTED  TO  BUY 


CALL  US  -  WE  BUY 
Used  press  and  mailroom  equipment 
Call:  Al  Taber  or  Bill  Kanipe 
ALTA  GRAPHICS,  INC. 

(770)  428-5817 
Fax  (770)  590-7267 


IMMEDIATE  NEED  FOR  MULLER 
MARTINI  INSERTERS  227E  &  227S 
WILL  PAY  TOP  DOLLAR 
Call  Chris  George  (800)  356-4886  or 
Fax  (816)  887-2762. 


INTERESTED  IN  buying  a  Muller 
Martini  inserter  -  Model  #227-S. 
Please  call 

James  Hutchinson  or  Bill  Brovm 
(800)  878-9537 
Fox  (301)  953-7220 


There  is  a  point  at  which  everything 
becomes  simple  and  there  is  no  longer 
any  question  of  choice,  because  all  you 
have  slaked  will  be  lost  if  you  look  back. 
Life's  point  of  no  return. 

Dog  Hammarsk|old 


INDUSTRY  SERVICES 


CIRCULATION  CONSULTANTS 


KAMEN  &  CO.  GROUP  SERVICES 
Our  firm  develops  solutions  worldwide 
(516)  379-2797/(81 3)  786-5930 


CIRCULATION  SERVICES 


ABOVE  THE  CROWD 
CIRCULATION  DEVELOPMENT  INC. 
Newspaper  Telemarketing  Specialists 
(800)  247-2338 


CIRCULATION  DEVELOPMENT  SOUTH 
Complaint  free  telemarketing  w/qualily 
subscription  sales  and  guaranteed  col¬ 
lections.  Nationwide.  (800)  844-3581 


He  who  has  a  choice  has  trouble. 

Dutch  proverb 


CIRCULATION  SERVICES 


CIRCULATION  III 

Advanced-Professional-Telemarketing 
John  Dinan  -  John  Lyons 
(214)  352-1123 

http;/ /vrww.metronet.com/ -dinan 


CIRCULATION  SERVICES 


INTEHVENTraiV  - 
t  RETENTION 
1-800-327-8463 


CIRCULATION  SERVICES 


JOHN  A.  BURKE 

Single  Copy  Sales  Special  Promotions 
Sales  Crews  Telemarketing 
Call/Fox 
(516)  588-2735 


LEVIS  NATIOIML,  INC. 

"We  Deliver  More  Homes  To  Your 
NEWSPAPER" 
TELEMARKETING 
(800)411-5863 
Our  28th  Year 


METRO  NEWS  SERVICE,  INC. 

"ResponseABIUTY" 
Nationwide  TELEMARKETING 
since  1975 
(800)  950-8475 
Horace  Southward 


CIRCULATION  SERVICES 


PRO  STARTS 

THE  TELEMARKETING  PROS 
EXPERTISE  IN  A  FUa  RANGE  OF 
SALES  SERVICES  INCLUDING 
DATABASE  MARKETING 
(800)  776-6397 


CLASSIFIED  SOFTWARE 


SOFTWARE  for  AR,  classifieds,  sched¬ 
uling  &  circulation.  Fake  Brains, 

Tel:  (303)  791-3301 
http://wvirw.fakebrains.com/ scout. 

DISTRIBUTION  SERVICES 


Life  is  a  cut-up 


William  S.  Burroughs 


DISTRIBUTION  OF  PUBUCATKDNS 
TO  NEWSSTANDS  ACROSS  THE  USA  I 
Dave  Chilton  (800)487-6397 
AUSTIN  NEWS  SERVICES  (NaHonal) 


INDUSTRY  SERVICES 


INCORPORATION  SERVICES 

INCORPORATE  WITHOUT  Legal  Feesl 
Free  Booklet  Tells  How,  Includes  Forms. 
Coll  Nowl  (800)  345-2677 

PRESSROOM  SERVICES 

HARD  TO  FIND  PRESS  PARTS? 
Largest  Press  Plumbing  Parts  Slock  in 
Country-Overnight.  GREAT  PRICES!  I 
Filters,  Regulators,  Hoses,  Gauges. 
PACIFIC  NEWSPAPER  SERVICES,  INC. 
A/X  (800)201-7500  M/C 


RECRUITMENT 


4th  Decade  cf  Service 
Walter  Lynn,  Vice  President 

800-523-7112 

GORDON 


PRESSROOM  SERVICES 


DO  YOU  NEED  EXPERT  ADVICE  ON 
YOUR  ELECTRICAL  DRIVE  SYSTEM? 

Masthead  can  help.  Masthead  also 
provides  dampening  systems,  parallel 
drives,  horsepower  upgrades  and 
modernization. 

MASTHEAD  INTERNATIONAL 
(800)  545-6908  (505)  842-1 357 
24-Hour  Line 
P.O.  Box  1952 
Albuquerque,  NM  87103 


HELP  WANTED 


_ ACADEMIC _ 

FACULTY  MEMBER:  Medill  School  of 
Journalism  at  Northwestern  University 
seeks  a  master  editor  and  new  media 
expert  to  teach  undergraduate  and 
graduate  courses  in  fundamentals  of 
editing  newspapers,  magazines  and 
emerging  media.  Experience  with  and 
vision  for  the  future  of  electronic 
technology  in  journalism  essential, 
including  convergence  of  traditional 
news  media  categories.  Must  have 
experience  in  editing  breaking  news. 
Reporting  experience  helpful. 
Advanced  degree  and  prior  teaching 
experience,  or  significant  professional 
experience  desired.  Full  time.  Tenure 
track  preferred,  but  clinical  track  possi¬ 
ble  depending  on  anticipated  direc¬ 
tion.  Rank  and  salary  commensurate 
with  experience. 

Northwestern  University  is  an  Affirma¬ 
tive  Action,  Equal  Opportunity 
employer.  Women  and  minorities  are 
especially  encouraged  to  apply.  Hiring 
is  contingent  on  ^igibility  to  work  in 
the  United  States.  Send  letter  and  C.V. 
or  resume  to  Mary  Ann  Weston,  Chair, 
Search  Committee,  Medill  School  of 
Journalism,  680  N.  Lake  Shore  Drive 
Suite  818,  Chicago,  IL  6061 1 .  Applica¬ 
tions  should  be  received  by  October  1 , 
1 996.  Starting  date  is  flexible. 

ADMINISTRATIVE 

INDEPENDENT  family-owned  group  of 
daily  and  weekly  newspapers  seeks  a 
publisher  for  a  3,500  circulation  coun¬ 
ty-seat  weekly  in  Zone  4.  We  offer  a 
good  salary,  a  good  bonus  and 
independence.  We  want  a  publisher 
who  can  put  out  a  good  newspaper 
and  become  active  in  the  community. 
Send  resume  to  Wyatt  Emmericn, 
Emmerich  Newspapers,  P.O.  Box 
16709,  Jackson,  MS  39236. 


NEW  ENGLAND  NEWSPAPER 
GROUP  seeks  dynamic  publisher  for 
newspaper  located  in  desirable  Ben¬ 
nington,  Vermont.  The  ideal  candidate 
will  be  success-motivated  with  excellent 
leadership  and  marketing  skills  and  a 
history  of  successful  revenue  growth. 
Get  the  best  of  New  England  living 
with  competitive  benefits  and  com- 
ensation.  Send  resume  with  salary 
istory  to: 

Aiinda  Shank 

Human  Resources  Manager 
P.O  Box  1 1 71 ,  Pittsfield,  MA  01 202 
or  fax  to:  (413)  442-7611 


ADMINISTRATIVE 

NEWSPAPER  ASSOCIATION 
EXECUTIVE 

State  newspaper  associatian  seeks 
chief  operating  officer  to  operate  con¬ 
ferences,  publications,  advertising  ser¬ 
vices,  government  affairs  and  other 
association  services.  Initiative,  experi¬ 
ence  in  newspaper  publishing,  man¬ 
agement  skills,  government  affairs 
knowledge  required.  Top  position 
reporting  to  board  of  directors.  Good 
pay  and  benefits.  Resume  and  cover  let¬ 
ter  must  be  received  by  August  22, 

1 996.  Mail  to: 

Hoosier  State  Press  Association 
One  Virginia  Avenue,  Suite  701 
Indianapolis,  IN  46204 

WANTED:  MANAGERS  INTERESTED 
IN  CAREER  ADVANCEMENT 

Our  company,  which  operates  locally 
managed  small  daily  and  weekly 
newspapers,  is  aggressively  seeking 
candidates  for  a  variety  of  management 
positions,  including: 

•Associated  Publishers 
•Managing  Editors 
•Ad  Managers 
•Circulation  Managers 
•Production  Managers 

Ideally,  all  candidates  will  have  a 
desire  ta  become  the  publisher  of  a 
daily  or  weekly  newspaper. 

Boone  Newspapers,  Inc.  offers  com¬ 
petitive  pay,  good  benefits  and  a 
desire  to  help  managers  advance 
within  our  company. 

Not  all  openings  are  immediate.  We 
welcome  written  requests  of  considera¬ 
tion  for  future  openings. 

Send  resume,  work  samples  and  cover 
letter  to:  James  Morgan,  vice  president, 
Boone  Newspapers,  c/o  The  Fergus 
Falls  Daily  Journal,  914  E.  Channing, 
Fergus  Falls,  MN,  56537. 


SEND  E&PBOXREPUESTO: 

Editor  &  Publisher 
Classified  Ad  Dept. 

11  West  19th  St. 
New  York,  NY  10011 


ADMINISTRATIVE 

GENERAL  MANAGER 
Great  Bend  Tribune 
Great  Bend,  Kansas 

Morris  Newspaper  Corporation  is  look¬ 
ing  for  a  General  Manager  to  join  our 
team.  The  candidate  selected  must 
hove  excellent  leadership  skills,  a  pro¬ 
ven  track  record  of  increasing  advertis¬ 
ing  unit  sales  and  revenue,  and  success 
in  growing  paid  circulation.  We  want 
a  general  manager  unafraid  of  P&L 
responsibilities  with  the  skills  to  put  out 
a  great  editorial  product.  The  suc¬ 
cessful  candidate  must  have  the  desire 
to  serve  the  community  extremely  well 
through  his  or  her  personal  efforts  and 
through  a  strong,  continually  improv¬ 
ing  product.  Great  opportunity  to  join 
a  growing  media  company.  Mail  cover 
letter,  resume,  and  salary  history  to: 
General  Manager,  Morris  Newspaper 
Corporation,  P.O.  Box  8167,  Savan¬ 
nah,  GA  3141 2. 

ADVERTISING 

AD  DIRECTOR  -  Regional  28,000  dai¬ 
ly/42,000  Sunday  newspaper  in 
Michigan's  most  attractive  growth 
market  seeks  experienced  leader  in  od 
sales  department.  Send  detailed 
resume,  references  and  salary  history 
to:  Zeke  Fleet,  Record-Eagle,  Ko.  Box 
632,  Traverse  City,  Ml  49685-0632. 
No  phone  calls,  please. 


ADVERTISING  DIREQOR 
A  dynamic  upstate  New  York  daily  has 
an  excellent  opportunity  for  a  goal- 
driven,  team-oriented  individual  to 
lead  our  advertising  sales  and  creative 
team.  The  ideal  candidate  must  be  a 
highly  motivated  self-starter  who 
possesses  a  strong  education  and 
results-oriented  background.  We  are 
looking  for  an  individual  with  the 
innovative  and  creative  skills  to  market 
our  products  and  develop  our  account 
base  in  a  highly  competitive  market. 
You  will  need  exceptional  sales  and 
coaching  skills  to  lead  our  retail  and 
classified  staffs  to  greater  success. 

This  is  an  outstanding  opportunity  to 
be  a  part  of  one  of  the  most  prog¬ 
ressive  newspaper  groups  in  the  coun¬ 
try  and  work  on  the  leading  edge  of 
technology.  If  you  are  interested  in  liv¬ 
ing  in  the  beautiful  Finger  Lakes  region 
and  working  with  the  empowered- 
consensus  management  style  af  a 
cheerleading  publisher,  send  resume 
and  cover  letter  to  Doris  Rush,  The 
Citizen,  25  Dill  Street,  Auburn,  NY 
13021. 


TRANSPORTATION  SERVICES 

NATIONAL  TRANSPORTATION 
BROKER 

Distribution  of  Preprints,  Bulk  Mail, 
Magazines  and  Warehousing.  Com¬ 
plete  Routing  &  Quote  Services.  1 2 
years  Experience  in  Brokerage  of  Time 
Sensitive  Transportation. 

Call  Tim  Bartels  (800)  880-1958 
PRIORITY  LOGISTIC  SERVICES,  INC. 

There's  no  place  like  wood. 

Dr.  John  Thomas 


_ ADVERTISING _ 

ADVERTISING  DIRECTOR:  Richner 
Communications,  an  award-winning 
group  of  paid  community  newspapers 
and  shopping  guides  in  afRuent  Long 
Island,  NY.,  market  seeks  a  results- 
oriented  professional  to  coordinate  our 
sales  management  team.  You  will  work 
closely  with  the  publisher  and  lead  a 
team  of  30-I-  managers  and  account 
execs  responsible  for  all  display,  FSI 
and  classified  sales. 

Your  experience  should  include  staff 
development  and  training,  majar 
accounts  management,  and  innovating 
strategies  for  growth  in  a  competitive 
market.  Experience  launching  new 
publications  a  plus.  Excellent  com¬ 
pensation  package  including  401  (k) 
and  health  plans. 

Send  resume,  salary  history  to:  Richner 
Communications,  379  Central  Ave., 
Lawrence,  NY  1 1559;  Fax  (516)  569- 

4942,  Attn:  Louise. _ 

CLASSIFIED  ADVERTISING 
MANAGER 

If  you  are  looking  for  one  of  the  best 
lifestyles  in  New  England  -  Skiir'g,  Bocrt- 
ing.  World  Class  Cultural  Attractions, 
and  so  much  more.  The  Berkshire 
Eagle,  the  Berkshire  Region's  premier 
daily  newspaper,  has  a  career 
opportunity  for  an  experienced 
classified  manager.  Responsibilities 
include  the  direct  management  of 
phone  room  and  outside  sales  force. 
Successful  candidate  must  possess 
strong  sales  background  in  real  estate 
ond  automotive  categories,  experience 
in  marketing  and  selling  a  monthly  real 
estate  tabloid,  successful  history  of 
increasing  ad  revenue  in  a  competitive 
market,  progressive  leadership  with  com¬ 
missioned  salespeople,  and  a  strong 
background  in  computer  systems.  We 
offer  an  attractive  salary  and 
performance  bonus,  401  (k),  health 
insurance,  and  other  benefits.  Please 
send  your  resume  to: 

Alirnki  Shank 
Personnel  Manager 
The  Berkshire  Eagle 
75  South  Church  Street 
Pittsfield,  MA  01 202 
Or  fax  to  (41 3)  442-7611 
An  Equal  Opportunity  Employer 

It  lakes  a  long  time  to  grow  young. 

Picasso 
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_ ADVERTISING _ 

CLASSIFIED  MANAGER 

Strong  community  newspaper,  23,000 
circulation,  365  days  is  looking  for  a 
highly  motivated  and  creative  classified 
manager  to  reinvent  classified  and  take 
advantage  of  a  dynamic  area.  Individ¬ 
ual  will  be  responsible  for  the  direction 
of  the  department  sales  activity  through 
forecasting,  planning,  organizing  and 
coordinating  to  achieve  defined 
objectives.  Responsibilities  also  include 
development  of  the  sales  staff, 
telemarketing  special  pages  and  creat¬ 
ing  new  products  and  services. 

Qualified  candidate  must  have  proven 
sales  and  leodership  experience  in 
advertising  media,  good  computer 
skills  and  strong  written  and  oral  com¬ 
munication  skills  to  individuals  and 
groups. 

Send  resume  and  salary  history  to: 

Press  Enterprise 

c/o  Human  Resources  Department 
3185  Lackawanna  Avenue 
Bloomsburg,  PA  17815 
No  phone  calls,  please 

DIREaOR,  CLASSIFIED  ADVERTISING 

The  premier  newspapers  in  America's 
most  livable  city.  The  Cincinnati 
Enquirer/The  Cincinnati  Post,  are 
searching  for  a  well  qualified  and 
experienced  newspaper  advertising 
executive  to  direct  our  classified 
advertising  division. 

Due  to  the  recent  promotion  of  our 
present  Director,  we  seek  an  energetic, 
creative  and  goal-oriented  individual 
to  lead  our  very  talented  staff  and 
category  manogement  team.  We  are 
growing  rapidly,  and  are  looking  for 
someone  who  is  a  strong  motivator  of 
people,  customer  driven,  innovative 
and  has  a  proven  record  of  consistent 
results.  We  are  extremely  proud  of  the 
success  our  Classified  Division  has 
achieved,  and  seek  an  individual  who 
has  the  vision  to  continue  along  this 
trock. 

In  this  position,  you  will  successfully 
develop  and  execute  revenue  growth 
strategies  and  operation  plans.  You 
will  provide  leadership  and  motivation 
to  the  sales  and  marketing  teams  while 
placing  high  value  on  customers  and 
employees.  This  position  requires 
extensive  sales  leadership  skills,  and  is 
supported  by  our  commitment  to 
advanced  technology  based  sales  and 
support  systems. 

If  you  are  interested,  we  would  like  to 
folk  with  you.  Please  write  to  us  and  out¬ 
line  your  qualifications  and  employ¬ 
ment  background. 

The  Cincinnati  Enquirer 
Vice  President,  Human  Resources 
312  Elm  Street/Department  1 6 
Cincinnati,  OH  45202 
EOE  M/F 

A  Gannett  Newspaper 


_ ADVERTISING _ 

SALES/PRODUa  MANAGER 

Join  our  team  as  a  Sales/Product 
Manager  of  a  new  financial  media 
roduct  in  one  of  America's  best 
nown  newspapers.  Manage  sales  in 
the  financial  and  high  tech  categories 
and  oversee  total  sales  for  this  new 
weekly  product. 

This  is  a  great  opportunity  for  the 
person  who  has  solid  sales  and  man¬ 
agement  experience  and  who  is  not 
afraid  to  be  a  hands-on  manager.  We 
offer  an  excellent  base  salary  with  top 
benefits  and  a  chance  for  exceptional 
total  earnings. 

Please  fax  your  resume  to  (202)  269- 
1 245  or  mail  to: 

The  Washington  Times 
HunKin  Resources  Department 
3400  New  York  Ave.,  NE 
Washington,  DC  20002 

OPPORTUNITY  OF  A  UFETIME... 

Disabled  publisher/owner  seeks  full¬ 
time,  experienced,  bilingual  (English/ 
Spanish)  advertising  manager. 

You  must  have  experience  in  all  phases 
of  promotions  planning  and  sales  in 
riverboat  gaming  venues. 

We  are  INDIANA  NORTH  COAST 
PUBLICATIONS  -  a  growing  weekly/ 
bi-weekly  TMC  (96%)  "good"  newspa¬ 
per.  Our  market  includes  four  licensed 
riverboats  gaming  venues. 

STATE  OF  THE  ART/ 

GRAPHIC  COMPUTER  SYSTEM 

Please  send  resumes,  salary  history 
and  references  to  Indiana  North  Coast 
Publications,  103  North  Main  Street, 
Ste.  201,  Crown  Point,  IN  46307  or 
FAX  to  (21 9)  662-2333. 


NATIONAL  ADVERTISING 
ACCOUNT  EXECUTIVE 
BEAUTIFUL  SAN  JOAQUIN  VALLEY 

The  Record,  an  Omaha  World-Herald 
Company  newspaper  located  in 
Stockton,  California,  is  seeking  a  sales 
rep  for  National/Regional  advertising. 
The  Record,  a  55,000  daily/60,000 
Sunday  newspaper,  is  part  of  the  3rd 
largest  DMA  buy  in  the  state,  and  19th 
in  the  country.  We  seek  a  pro  with 
experience  in  dealing  with  a  diverse 
group  of  clients,  incfuding  agencies. 
Excellent  phone/personal  presentation 
skills  required.  Efficient  time- 
management,  moth,  detail  and  creative 
skills  essential.  Competitive  compensa¬ 
tion/benefits. 

The  job  is  contingent  upon  a  pre¬ 
employment  drug  screen  with  a  nega¬ 
tive  result,  and  a  criminal  investigation 
containing  no  disqualifying  criminal 
history. 

Resume/cover  letter  by  7/31  /96  to: 
Chuck  Higgs 

Retail  Advertising  Manager 
The  Record 
P.O.  Box  900 
Stockton,  CA  95201 
EOE 
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_ ADVERTISING _ 

RETAIL  ADVERTISING  MANAGER 

Advertising  Monager  needed  immedi¬ 
ately  for  a  southeastern,  morning  daily 
with  23,000  in  circulation.  Ideal  can¬ 
didate  will  hove  at  least  five  years  of 
sales  experience,  proven  leadership 
and  be  a  motivated  and  aggressive 
advertising  sales  professional.  Must  be 
result-oriented.  Benefit  package  including 
401  (k),  medical  and  dentaT  insurance 
and  paid  vacation.  Send  resume  with 
salary  requirements  to  Box  07845, 
Editor  &  Publisher. 

REAL  ESTATE 

CLASSIFIED  SALES  MANAGER 

Philadelphia  Newspapers,  Inc.,  pub¬ 
lishers  of  The  Philadelphia  Inquirer  and 
Daily  News  is  seeking  a  creative, 
energetic  team  player  ta  lead  its  18 
member  Classified  Real  Estate  Sales 
staff. 

Your  background  should  have  at  least 
one  year  of  Classified  management 
experience,  a  proven  sales  ability,  as 
well  as  possess  excellent  project  man¬ 
agement  and  presentatian  skills  and 
the  human  relations  skills  necessary  to 
motivate  and  manage  a  diversified 
sales  team.  Bachelors  degree  pre¬ 
ferred. 

We  offer  an  excellent  salary  plus  sales 
bonus  and  a  comprehensive  benefits 
package  including  health,  life,  dental, 
long-term  disabifity  and  401  (k)  pro¬ 
gram. 

Interested  and^  qualified  candidates 
please  send  or  fax  a  resume  along  with 
a  letter  describing  your  successes  to: 

Christine  M.  Bonanducci 
Employee  Relations  A4anager 
Philadelphia  Newspapers,  Inc. 

400  North  Broad  Street 

Philadelphia,  PA  19130 
Fax:  (215)  854-2991 

TELEPHONE  SALES  TRAINER 
Indianapolis  Newspapers,  Inc.,  is  seek¬ 
ing  a  Telephone  Sales  Trainer  for  its 
Classified  Department.  Responsibilities 
include:  creating  a  sales/marketing 
environment  which  fosters  proactive 
customer  relationships,  designing  and 
implementing  initial  and  on-going  train¬ 
ing  programs  for  the  development  of 
inbound  and  commercial  sales 
representatives,  and  achieving  estab¬ 
lished  sales  goals.  Minimum  two  years 
sales  training  experience  required. 
Excellent  oraf/written  communication 
and  presentation  skills,  leadership 
abilities,  as  well  as  organization  and 
planning  skills  are  required.  We  pro¬ 
vide  an  exciting,  team-oriented  atmo¬ 
sphere  with  a  competitive  compensa¬ 
tion  package  including  excellent  bene¬ 
fits.  Please  fax  resume  to  (317)  633- 
1164  or  send  to:  Leslie  Buck,  Indi¬ 
anapolis  Newspapers,  Inc.,  307  N. 
Pennsylvania  St.,  Indianapolis,  IN 
46204. _ 

ASSOCIATIONS _ 

ASNE  PROJEC  DIREQOR 
Administer  three  innovative  training 
projects  focusing  on  journalism  values, 
journalism  educators,  and  foreign 
editors,  with  $500,000  annual  budget. 
Requires  significant  journalism  experi¬ 
ence,  negotiating  skills,  self-motivation, 
and  abifity  to  handle  administrative 
detail.  Apply  to  ASNE  executive 
director,  1 1 690B  Sunrise  Valley  Drive, 
Reston,  VA  20191. 


_ CIRCULATION _ 

CIRCULATION  DIREaOR 
Seven-day  Daily  under  30,000  is 
searching  for  a  dynamic  hands-on 
circulator  with  a  strong  history  of 
accomplishment.  We're  looking  for 
someone  to  achieve  new  heights  of 
exceptional  customer  service  and 
circulation  growth  who  will  invest  the 
time  to  accomplish  our  goals.  If  you 
thrive  in  a  competitive  environment 
and  start  each  day  with  new  ideas  to 
whip  your  competitors  around  the 
marketplace,  this  may  be  the 
opportunity  to  advance  your  career 
path.  We  offer  competitive  salary  + 
benefits  package  and  exceptional 
advancement  opportunity  with  the 
newspaper  group.  Interested  candi- 
dotes  should  submit  resume  and  salary 
history  to  Box  07857,  Editor  &  Pub¬ 
lisher. 

CIRCULATION  MANAGEMENT 

We  are  conducting  a  Circulation  Man¬ 
agement  search  for  a  30,000  daily 
and  Sunday  Zone  2  newspaper.  Suc¬ 
cessful  candidate  will  possess  man¬ 
agement  experience,  be  sales  and  ser¬ 
vice  oriented,  experienced  in  all  dis¬ 
ciplines  of  circulation,  have  the 
KNOW-HOW  to  grow  our  numbers, 
have  no  fear  of  hard  work  and  a 
desire  to  succeed.  Potential  for  addi¬ 
tional  responsibility  outside  of  circula¬ 
tion  exists  for  the  right  candidate.  We 
offer  a  competitive  salary  and  good 
benefits  package.  Please  send  resume 
and  salary  history  to  Box  07825, 
Editor  &  Publisher. 

Equal  Opportunity  Employer 

CIRCULATION  DIREQOR 

Exceptional  career  opportunity  for  an 
overachiever  with  a  solid  circulation 
management  track  record.  We're  a  suc¬ 
cessful,  growing  9,500  daily,  with  six 
weekly  niche  publications  located  90 
miles  south  of  Las  Vegas  on  the  Col¬ 
orado  River. 

We  ore  seeking  a  dynamic,  goal 
driven,  hands-on  individual  to  direct  all 
areas  of  our  circulation  department. 
You  must  have  exceptional  sales,  pro¬ 
motion  and  people  skills  to  effectively 
coach  our  circulation  staff  to  success. 

If  you  seek  a  challenging  position  with 
good  compensation  and  a  "real"  career 
growth  opportunity,  contact  us.  We're 
part  of  a  multi-publication,  multi¬ 
market  company  with  a  people 
oriented  philosophy.  "Moke  a  dif¬ 
ference,"  help  us  grow-and  we'll  help 
you  grow! 

Invest  in  your  future  today.  Send 
resume,  references  and  earnings 
expectations  to  Personnel  Manager, 
News  West  Publications,  P.O.  Box 
21209,  Bullhead,  AZ  86442,  or  FAX 
(520)  763-6752. 


GET  STUCK!! 
CALL  ABOUT 
PUTTING  AN  AD  ON 
THE  E&P  WEB  SITE 
(212)  675-4380,  ext.  170 


HELP  WANTED 


CIRCULATION 


EDITORIAL 


CIRCULATION 


CIRCULATION  MANAGER  for  10,000  I  21,000  CIRCULATION  DAILY  on 
doily  in  beautiful,  growing  lake/river  |  southern  tip  of  Texas  seeks  mativated 
market.  Applicants  must  have  proven  j  jports  writer.  No  ice  hockey,  but 
marketing  promotional,  manogem^t,  •  jj,e  appetite  of  year- 

omnni7nti/^nn  nnH  mmnniinimti/>n  I  .  • 


CIRCULATION  MANAGERS 
Pulitzer  Community  Newspapers,  Inc., 
is  recruiting  high  patential  circulatian 
management  talent.  We  have  more 
than  20  newspapers  in  some  of  the 
most  attractive  marketplaces  in  the 


HOME  DELIVERY  MANAGER  (Zone 
level)  for  major  South  Florida  daily. 
Oversees  8-10  full-time  managers  and 
indirectly  manages  120  carriers.  Daily 
circulation  50,000.  Candidates  shauld 
have  at  least  five  years  management 


country.  And  we  have  several  current  |  experience  and  a  proven  track  record 
openings  for  circulahon  ^nage«.  This  ;  engineering  innovations  in  delivery 
IS  a  great  oppartunity  tor  highly  :  °  i  .  .  i  j  i  . 

^  j  ■■  ■  L  J  I  J  ■  service,  product  control  and  market 

motivated,  marketing-oriented  leaders  :  ,  ,  ^  _  .i  .i. .  .  i  ■ 


motivated,  marketing-oriented  leaders 
-  especially  talented  number  twos  who 
want  a  chance  at  the  tap  jab.  We're 
looking  for  people  who  have  experi¬ 
enced  success  and  now  want  lo  get  on 
a  career  track  in  one  of  America's  best 
media  companies.  A  college  degree 
and  newspaper  circulation  experience 
preferred. 

Send  resume  and  earnings  history  to 
Dan  Cotter,  Pulitzer  Community  News¬ 
papers,  900  North  Tucker,  S*.  Louis, 
MO  63101.  An  Equal  Opportunity 
Employer. 


CIRCULATION  MANAGER 
The  Tribune,  a  30,000  Southeast  Flor¬ 
ida  dally  newspaper,  is  now  interview¬ 
ing  for  the  position  of  Circulation 
Manager.  If  you  ore  a  career  circula¬ 
tion  professional  who  seeks  competitive 
challenges,  this  could  be  the 
opportunity  for  you.  The  Circulation 
Manager  is  responsible  for  overseeing 
oil  aspects  of  the  Circulation  Depart¬ 
ment,  including  Home  Delivery,  single 
copy,  subscriber  services,  and  sales 
ana  marketing,  as  well  as  NIE.  We 
offer  a  competitive  salary  and  full 
company  benefits,  including  a  401  (k) 
and  pension  plan.  If  you  are  interested 
in  helping  THE  TRIBUNE  make  the  most 
of  its  opportunities  in  this  competitive 
growth  market,  send  resume  with  cover 
letter  and  salary  requirements  to:  THE 
TRIBUNE,  600  Edwards  Road,  Fort 
Pierce,  FL  34982,  Attn:  Lynn  Ferraro. 


EMPLOYEE  CREW  MANAGER 
Your  demonstrated  leadership  and 
sales  ability  may  qualify  you  for  a 
challenging  career  opportunity  as  an 
Employee  Crew  Manager  with  Fort 
Wayne  Newspapers.  Fart  Wayne 
Newspapers  serves  two  diverse  news¬ 
papers  within  a  joint  operating  agree¬ 
ment.  Combined,  the  Journal  Gazette 
(morning  newspaper)  and  the  News- 
Sentinel  (evening  newspaper)  have  a 
daily  circulatian  of  100,000+.  This 
position  would  be  responsible  for 
recruiting,  supervising  and  directing  a 
team  af  solicitors  in  the  sales  of  news¬ 
paper  subscriptians  tcv  patential 
customers.  An  ideal  candidate  would 
possess  excellent  communication  skills 
and  a  proven  track  record  of  successful 
sales  and/or  management.  A  high 
school  diploma  or  equivalent  is 
reauired.  We  offer  an  attractive  salary, 
unlimited  performance  commissions, 
and  a  comprehensive  benefit  package. 
Current  employee  crew  managers  earn 
an  average  of  $30,000  to  $50,000 
annually.  To  apply,  please  send  your 
resume  to: 

Dan  Holocher 
Employment  Manager 
Human  Resources  Department 
Fort  Wayne  Newspapers 
600  West  Main  Street 
Fort  Wayne,  IN  46802 
An  Equal  Opportunity  Employer 


engineering  innovations  in  delivery 
service,  product  control  and  market 
development.  Responsibilities  include 
budget  and  praject  management. 
Knowledge  of  marketing  an  asset. 
Experience  with  large  distribution  cen¬ 
ters  helpful.  Computer  skills  a  must. 
Excellent  communications  skills  and 
ability  ta  motivate  staff  required. 
Degree  preferred.  Reply  to  Box  07858, 
Editor  &  Publisher. 


WEEKLY  CHAIN  (40,000)  Converting 
to  paid.  Need  someone  who  has  been 
there  to  complete  change  and  maintain 
system.  Distributian  under  cantrol, 
marketing  expertise  required.  Call 
(914)  297-3723  ext.  26. 


COMMUNICATIONS  SPECIAUST 


organizational  and  communication 
skills  in  newspaper  circulatian.  Apply 
to:  Dan  Smith,  Yankton  Daily  Press  & 
Dakotan,  319  Walnut,  Yankton,  SD 
57078. 


SALES  CREW  CONTRAaOR  NEEDED 

The  Dallas  Morning  News  has 
increased  its  door-to-door  sales  crew 
budget  and  we  need  help.  If  you  can 
provide  immediate  start-up  and  can 
write  quality  paid  in  advance  subscrip¬ 
tions  then  don't  miss  out  on  this 
opportunity.  Call  (214)  977-8401  for 
more  details. 


EDITORIAL 


AGGRESSIVE,  MID-SIZED  Daily  in 
Zane  4  is  leaking  for  an  Assistant 
Managing  Editor  to  oversee  all  aspects 
of  its  features  and  lifestyles  sections. 
Managerial  experience  and  a  creative 
approach  to  story  assignments  and 
layout  are  required.  Top  salary  and 


clips  to  Box  07853,  Editor  &  Publisher. 


COMMUNICATIONS  SPECIAUST 


round  outdoor  athletes.  Caverage 
includes  preps.  Division  I  basketball, 
juniar  callege  and  minar  league 
baseball.  The  area  is  one  of  the 
nation's  best  for  wirKisurfing.  Will  con¬ 
sider  May  graduate  with  internship 
and/or  work  for  student  newspaper. 
Duties  also  include  some  layout  on 
pagination  system  and  agate.  Send 
resume,  clips  and  references  to  Jim 
Irish,  sports  editor,  Brownsville  Herald, 
P.O.  Box  351,  Brownsville,  TX  78520. 
FAX:  (210)  542-0840.  Deadline  is 
August  1 . 


ASSISTANT  CITY  EDITOR  who  can 
help  make  good  writing  better,  who 
thrives  under  pressure  and  who  con 
spot  and  develop  both  hard  news  and 
enterprise  stories  sought. 

Send  resume,  samples  to  Jim  Willis, 
managing  editor,  Birmingham  Post- 
Herald,  P.O.  Box  2553,  Birmingham,  AL 
35202. 


COMMUNICATIONS  SPECIAUST 


Boston  based 

positions 

Do  you  have  the  write  stuff 
for  the  corporate  world? 

Communication  Speciaiists 

Can  your  journalistic  news  sense  and  crisp,  lively  writing  style  enrich  a  global  leader  in 
financial  services?  Based  in  Boston,  our  growing  retail  communications  team  develops 
top-quality  print  and  on-line  communications,  supported  by  state-of-the-art  equipment 
and  resources. 

We  have  several  openings  for  news  writers  and  for  an  on-line  writer/designer. 

To  be  considered,  you  need  solid  writing  skills  backed  by  a  minimum  of  3-5  years  of 
practical  experience  in  either  a  news  or  corporate  environment.  A  degree  in  Journalism, 
English,  or  communications  required,  as  well  as  proven  experience  at  Juggling  multiple 
projects  and  meeting  deadlines.  MS  Office  required.  Knowledge  of  financial  services 
and  on-line  design  a  definite  plus. 

We  offer  a  generous  salary  and  great  benefits,  including  medical,  dental,  three- 
part  capital  accumulation  program  and  more. 

So  if  you’re  ready  to  be  paid  what  you’re  really  worth,  contact  Hdelity  Investments, 
82  Devonshire  Street,  Mall  Zone  A3B,  Job  Code  ET1498,  Boston,  MA  02109. 

Or  E-Mail  it  to  us  at  RESUMESOFMR.COM. 


FSdeHiy 


Inyesiments* 


Fidelity  Investments  is  committed  to  creating  a  diversified  environment  and  proud 
to  be  an  Equal  Opportunity  Employer. 
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_ EDITORIAL _ 

ARTS/ENTERTAINMENT  WRITER 
sought  for  30,000  McClofchy-owned 
doily  in  fast-growing  market  near 
Charlotte.  Ideal  candidate  will  have 
daily  newspaper  experience,  strong 
feature  writing  skills,  a  record  of 
accuracy  and  ability  to  handle  detail 
work.  Position  also  includes  general 
feature  writing  and  maintaining  weekly 
arts/entertainment  calendar.  Send 
resume  and  clips  to  Jennifer  Becknell, 
lifestyles  editor,  The  Herald,  P.O.  Box 
1  1707,  Rock  Hill,  SC  29730.  No 
phone  calls,  please.  EOE. 

ASSISTANT  CITY  EDITOR:  The  Fort 
Pierce-Port  St.  Lucie  Tribune,  a  30,000- 
circulation  AM  in  a  competitive  market 
on  Florida's  east  coast,  has  an 
immediate  opening  for  an  aggressive, 
motivated  journalist  with  good  news 
judgment  and  copy  editing  skills  to  run 
the  city  desk  at  night  and  Saturday. 
Salary  in  the  mid-20's.  Call  Cheryl 
Smith,  city  editor  at  (561)  461-2054, 
ext.  175.  Fax  resumes  and  three  clips 
to  (561)  461-4447  or  mail  to  600 
EcK^rds  Rood,  Fort  Pierce,  FL  34982. 

ASSISTANT  CITY  EDITOR  (or  weekend, 
projects  wanted  for  31,000-circulation 
McClatchy-owned  daily  in  fast¬ 
growing  market  near  Charlotte.  Ideal 
candidate  will  hove  track  record  of  pro- 
ducing  and  editing  enterprise/ 
investigative  stories.  Send  resume, 
cover  letter,  salary  history  and  work 
samples  to  Rich  Rassman,  city  editor. 
The  Herald,  P.O.  Box  11707,  Rock 
Hill,  SC  29731 . 

No  phone  calls,  please. 

EOE. 

BE  PART  OF  THE  NEW  MEDIA 
National-award-winnipg  weekly  with 
new  daily  edition  on  the  Web  seeks 
writer  to  cover  financial,  legal  news. 
Two  years'  experience  required.  Com¬ 
petitive  pay.  Send  resumes,  clips  to 
Dept.  E,  Rochester  Business  Journal,  55 
St.  Paul  St.,  Rochester,  NY  14604. 

BUREAU  REPORTER 

The  Roswell  (N.M.)  Daily  Record,  a 
fast-growing,  fast-paced,  award¬ 
winning  15,000  AM  daily  in  south¬ 
eastern  New  Mexico,  is  seeking  a 
reporter  to  help  establish  a  new  bureau 
in  a  neighboring  city.  Must  hove  strong 
reporting  and  people  skills  and  must 
be  fair,  accurate,  aggressive  and  a 
self-starter.  Send  letter,  resume  and 
clips  to  Mike  Bush,  managing  editor, 
Roswell  Doily  Record,  P.O.  Box  1897, 
Roswell,  NM  88202. _ 

BUSINESS  REPORTER 
The  Washington  Times  is  looking  for 
business  reporters  with  three  to  five 
years  of  daily  newspaper  experience. 
We  want  people  who  break  news  and 
shun  pack  journalism.  We're 
aggressive  and  love  to  get  business 
stories  on  Page  1 .  Send  resume  and 
clips  to  Ms.  Anne  Veigle,  business 
editor.  The  Washington  Times,  3600 
New  York  Ave.,  NE,  Washington,  DC 
20002.  No  phone  calls. 

Grub  first,  art  after. 

Berloh  Brecht 


_ EDITORIAL _ 

CITY  REPORTER 

We're  a  multiple-award  winning  72- 
page  weekly  in  a  politically  active, 
crime-heavy,  conflict-heavy,  very 
newsy  small  city  30  miles  north  of  Bos¬ 
ton.  The  best  weekly  in  New  England 
needs  a  top-quality,  driven  reporter  to 
lake  our  Number  1  reporting  position. 
Our  former  Number  1  has  been  pro¬ 
moted  to  editor.  Our  other  reporters 
aren't  ready  for  prime  time.  Are  you? 
Starting  salary,  $20,000.  You'll  ^  at 
$25,000  fast,  if  you're  the  right 
person.  Benefits  ond  paid  vacation  too. 
Resume  and  clips  to  Box  07847,  Editor 
&  Publisher. 

COPY  EDITOR  -  Suburban  Philadel¬ 
phia  daily  needs  a  sharp  desk  person 
who  knows  what  makes  a  good  story 
and  is  not  afraid  to  edit.  Send  letter 
and  resume  to  Lanny  Morgnanesi,  The 
Intelligencer  Record,  P.O.  Box  858, 
Doyleslown,  PA  1 8901 . 

COPY  EDITOR  -  Western  Pennsylvania 
daily-Sundoy  has  a  opening  for  a  copy 
editor  who  can  offer  strong  word  skills, 
creative  headline  writing  and  the 
ability  to  make  deadlines.  Page-design 
skills  are  a  plus,  but  not  essential.  Send 
cover  letter,  resume  and  a  sample  of 
your  work  to  Human  Resources,  The 
Johnstown  Tribune  Publishing  Co., 
P.O.  Box  340,  425  Locust  St., 
Johnstown,  PA  1 5901 . 

COPY  EDITORS  WANTED:  A  26,000- 
circulation  Knight-Ridder  newspaper  in 
a  Big  Ten  university  town  is  seeking 
copy  editors  with  one  year's  experi¬ 
ence  to  fill  openings  in  features  and 
news.  If  you  con  write  sparkling 
headlines,  edit  cleanly  and  design 
creative  layouts,  we  want  to  hear  from 
you.  Experience  with  QuarkXPress, 
Photoshop  and  Macintoshes  is 
required.  Send  resume  to:  Russell 
Frank/news  department.  Centre  Daily 
Times,  P.O.  Box  89,  State  College,  PA 
16804. 

COPY  EDITOR 

The  Paducah  (KY)  Sun,  a  family-owned 
32,000  circulation  daily  newspaper  is 
seeking  entry-level  copy  editors.  Col¬ 
lege  degree  and  experience  with 
electronic  pagination  preferred.  Bene¬ 
fits  include  two  health  insurance 
options,  pension  and  company- 
matched  401  (k).  Send  resumes  and 
references  to  Jim  Paxton,  Box  2300, 
Paducah,  KY  42002-2300. 


_ EDITORIAL _ 

COPY  EDITORS:  The  Press  of  Atlantic 
City  (NJ)  has  openings  (or  copy  editors 
in  its  news  departments.  Applicants 
should  be  college  graduates,  experi¬ 
ence  a  plus.  Must  be  detail-oriented 
and  have  exceptional  command  of  the 
language,  plus  strong  abilities  in 
teamwork,  time  management  and  mak¬ 
ing  deadlines.  Knowledge  of  QuarkX¬ 
Press  a  plus.  Send  resumes  to  Manag¬ 
ing  Editor  Maryjane  Briant,  1 1  Devins 
Lane,  Pleasantville,  NJ  08232. 

CRAIN'S  CHICAGO  BUSINESS,  the 
nation's  leading  regional  business 
newspaper,  is  seeking  candidates  to 
join  its  12-person  reporting  staff.  Can¬ 
didates  must  be  experienced  business 
reporters  with  a  proven  ability  to  break 
major  news  stories.  Strong  writing  skills 
a  must.  Send  resume  and  clips  (that 
showcase  scoops  and  writing  ability) 
to: 

David  Snyder  -  Editor 
Crain's  Chicago  Business 
740  N.  Rush  Street 
Chicago,  IL  6061 1 
EOE  M/F/V/D 

EDITOR 

ALTERNATIVE  VYEEKLY-LAS  VEGAS 

We  have  an  opportunity  for  a  smart, 
strong  leader  who  wants  to  build  a 
newspaper  unique  to  our  dynamic  city. 
You'll  need  strong  skills  in  manage¬ 
ment,  editing  and  content  development. 
You  also  ought  to  know  a  little  about 
design  and  working  with  freelancers. 
We  are  a  very  stable  company  in  the 
nation's  strongest  economy. 

Resumes  in  confidence  to  Bruce 
Spotleson,  publisher,  Las  Vegas  New 
Times,  3335  Wynn  Ro^,  Las  Vegas,  NV 
89102. 

QuesHons?  (702)  871-6780. 

DESIGN  DESK  EDITOR 

This  is  a  challenging  supervisory  position 
that  requires  skillin  management,  organi¬ 
zation,  training,  technology  and  news¬ 
paper  design.  Must  be  a  whiz  in 
QuarkXPress  and  Photoshop,  know 
both  the  PC  and  Mac  platforms,  be 
good  at  page  design,  training  and  trou¬ 
bleshooting. 

Send  resume  and  letter  to 
Lanny  Morgnanesi,  The  Intelligencer- 
Record,  P.O.  Box  858,  Doylestown,  PA 
18901. 


SYNDICATE  SALES 


SYNDICATE  SALES 


National  Sales  Director 

Excellent  career  opportunity  widr  major  private  media  corporation 
for  an  energetjc,  enthusiastic  and  creative  individual. 

Duties:  Sell  syndicated  newspaper  features.  Travel  required  to  major 
markets.  Supervise  telemarketing  staff.  Assist  in  developing  features. 
Sales  experience  essential,  newspaper  syndicate  experience  preferred  and 
newsroom  experience  helpful. 

Salary  negotiable.  Generous  benefits.  Exciting,  collegial  atmosphere. 
Based  in  San  Diego.  Contact  Bob  Witty  at  (800)  238^196 

COPLEY 

■wwasamca 

Fax:  (619)  297-0537  •  P.O.  Box  190  •  San  Diego,  CA  92112-0190 


_ EDITORIAL _  I 

COPY  READERS 

Dow  Jones  Capital  Markets  Report,  a  I 
division  of  Dow  Jones  &  Company, 

Inc.,  is  looking  (or  several  Copy  l 
Readers  at  our  Harborside  head¬ 
quarters  in  Jersey  City,  NJ,  a  five- 
minute  PATH  ride  from  Wall  Street. 
Some  of  these  positions  are  on  the 
night  shift. 

Responsibilities  include  editing  written 
material  for  accuracy  and  style,  pro¬ 
cessing  a  high  volume  of  stories  in  a 
fast-paced,  deadline-oriented  environ¬ 
ment.  Fast,  accurate  typing  and  good 
proofreading/grammatical  skills 
required.  We  are  seeking  candidates 
with  the  ability  to  work  quickly, 
creatively  and  independently.  Business 
and  financial  editing  experience  is  a 
plus,  but  not  essential.  A  Bachelor's 
degree  is  preferred. 

We  offer  a  competitive  salary  and  a 
comprehensive  benefits  package, 
along  with  opportunities  (or  career 
advancement.  To  be  considered, 
please  send  resume  and  cover  letter  to: 

Dow  Jones  &  Company,  Inc. 

Staffing  Department  61 037-AD/ JM 
Harborside  Financial  Center 
600  Plaza  Two 
Jersey  City,  NJ  0731 1 

EOE,  M/F/D/V 
No  telephone  calls,  please. 
EDITOR/BUSINESS  DAY 
BANGKOK,  THAILAND 

Business  Day  is  Icxjking  for  an  editor  to 
head  up  its  30-+  person  news  depart¬ 
ment.  BUSINESS  DAY  is  a  daily  news¬ 
paper  focused  on  the  news  of  Thailand 
(and  SE  Asia)  edited  and  presented  (or 
a  Thai  executive  or  government 
official's  perspective.  This  new 
brcxidsheet  competes  heodup  with  the 
regional  Asian  Wall  Street  Journal, 

The  Bangkok  Post  and  The  Nation. 

The  editor  selected  will  shape  and 
focus  the  news  mix  and  improve  the 
systems  of  the  newsroom.  Applicants 
should  be  able  to  demonstrate  a  mini¬ 
mum  of  ten  years'  experience  manag¬ 
ing  news  departments,  with  at  least  five 
years  in  a  business  news  role. 
Qualified  candidates  will  be  able  to 
document  recognition  received  for 
journalistic  excellence,  journalistic 
teaching  skills,  and  significant  insights 
into  the  disciplines  of  business,  man¬ 
agement  and  information  technology. 

Mastery  of  English  is  essential.  Facility 
in  Thai  is  unnecessary  (or  this  position. 
Previous  experience  in  Asia  will  also 
be  considered  a  plus,  but  is  not 
required.  An  appropriate  compensa¬ 
tion  package  will  also  be  offered  to  the 
right  candidate. 

Send  resumes  to  Jim  Fowler,  president, 
P.O.  Box  828,  Clemmons,  NC,  27012. 

BUSINESS  DAY  can  be  found  on  the 
Internet  at  http://bday.net. 

Morality,  when  formal,  devours. 

Camus 
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EDITORIAL 


EDITORIAL  OPENINGS 

The  Bergen  Record,  selected  os  New 
Jersey's  best  newspaper  for  the  lost 
four  years,  is  seeking  applicants  with 
four  or  more  years  of  daily  newspaper 
experience  for  the  following  full-time 
openings: 

•Assistant  Special  Sections  editor: 
Would  oversee  leisure,  television, 
theater,  art,  film,  and  music  coverage. 
Must  have  four  years  of  editing  and 
supervisory  experience,  be  a  team 
placer,  and  have  proven  enterprise 

•Graphic  Artist/Designer:  Must  be  able 
to  produce  creative  and  distinctive 
informational  and  explanatory  graph¬ 
ics  and  page  designs.  Strong  skills  on 
the  Mac,  ability  to  do  illustrations,  and 
proficiency  with  Photoshop,  Freehand/ 
Illustrator,  and  QuarkXPress  are 
required.  Supervisory  experience  a 
plus. 

Send  cover  letter,  resume,  your  5  best 
clips  or  tearsheets,  and  salary  history 
to:  Douglas  Clancy,  assistant  to  the 
editor.  The  Bergen  Record,  150  River 
Street,  Hackensack,  NJ  07601 .  EEO. 

DREAM  JOB  -  International  Sunday 
paper  needs  enterprise  writer  to  keep 
Page  1  filled  with  compelling  national 
and  international  stories.  Have  you 
broken  something  BIG?  Then  mail  that 
clip  (and  your  best  two  others  and 
resume)  to:  Front  Page  Editor,  The 
American,  1 10  Mill  Rd.,  Westhampton 
Beach,  NY  1 1 978.  No  faxes  or  calls. 
EDITOR  -  Our  newspaper  group  is 
poised  to  step  aggressively  into  the 
future.  We're  building  that  future  on 
cutting  edge  technology  and 
a  dedicated,  professional  employee- 
management  team  (emphasis  on  team) 
that  stresses  excellence  and  innovation. 
And,  we  have  a  key  position  available 
on  that  management  team  -  editor  of 
our  newly  redesigned  daily,  the  Big 
Rapids  Pioneer.  A  working  knowledge 
of  current  technology  including  pagina¬ 
tion  and  Photoshop  is  a  definite  plus. 
We  have  two  dailies  and  several 
weeklies  and  shoppers  in  an  expand¬ 
ing  market  extending  from  Michigan's 
heartlands  to  the  shores  of  Lake 
Michigan.  And  we're  prepared  to  do 
whatever  it  takes  to  meet  that  market's 
needs  including  new  products  and  cur¬ 
rent  product  refinements.  If  this  sounds 
as  exciting  to  you  as  it  does  to  us,  you 
may  be  our  person.  Write  cr  FAX: 
John  Batdorff  II,  publisher,  or  Robert 
Diehl,  executive  editor.  The  Pioneer 
Group,  502  N.  State  St.,  Big  Rapids, 
Ml  49307.  FAX:  (616)  796-1152. 


_ EDITORIAL _ 

EDITOR  needed  (or  number  2  slot  in 
newsroom.  Award-winning  15,000  PM 
in  Zone  2  seeks  someone  who  can  do 
it  all  and  help  us  reshape  this  job. 
Helpful  skills  include  eagerness  and 
ability  to:  work  with  young  reporters, 
edit  good  copy  and  make  it  great,  put 
together  clean  pages,  and  contribute  a 
zesty  editorial  or  two  a  week.  Com¬ 
petitive  salary  offered  by  family-owned 
operation  in  picturesque  community. 
Reply  to  Box  07855,  Editor  &  Pub¬ 
lisher. 


EDITOR/REPORTER 

Energetic  editor/reporter  needed  at 
large  award-winning  weekly  newspa¬ 
per  group  in  northern  New  Jersey. 
Layout  knowledge  helpful.  QuarkX¬ 
Press  experience  a  plus.  Send  resume, 
clips  to  Phil  Nardone,  assistant  execu¬ 
tive  editor.  Recorder  Publishing  Com¬ 
pany,  254  Mercer  St.,  Stirling,  NJ 
07980. 

FEATURE  WRITER  who  loves  words, 
who  doesn't  mind  hard  work,  who  can 
turn  out  well  crafted  1 0-inch  stories  or 
produce  news  features  that  carry  the 
section  front  or  earn  page  one  play 
sought.  Background  in  writing  about 
arts  and  culture  a  plus.  Send  resume, 
samples,  references  to  Jim  Willis,  ME, 
Birmingham  Post-Herald,  P.O.  Box 
2553,  Birmingham,  AL  35202. 

FEATURES  EDITOR 

Out-of-*he-box  thinker  to  oversee  daily 
and  Sunday  features  sections  as  well 
as  being  part  of  a  five-person  editing/ 
mentoring  team  overseeing  reporters 
who  contribute  to  all  news  sections 
(Metro,  Business  and  Features). 
Requirements:  5  to  10  years  daily 
newspaper  experience,  strong  lead¬ 
ership  skills,  computer  literate.  Send 
cover  letter,  resume  and  work  samples 
to  Linda  Wienandt,  assistant  managing 
editor.  The  Bakersfield  Californian, 
P.O.  Box  440,  Bakersfield,  CA  93302. 

FLORIDA  DAILY 

We  are  accepting  applications  From 
reporters,  copy  editors  to  work  at 
40,000-circulation  AM  on  beautiful 
Gulf  Coast.  We  are  looking  for 
reporters  who  want  to  write  news,  copy 
editors  with  pagination  experience. 
Great  location,  benefits  for  journalists 
with  creativity,  enthusiasm,  teamwork. 
Send  resume,  clips  to  Tom  Conner, 
editor.  Northwest  Florida  Daily  News, 
P.O.  Box  2949,  Fort  Walton  Beach,  FL 
32549. 

PUBLISHER  wants  writer  or  editor  form 
Promotions,  Premiums,  Incentives, 
Marketing  Industry.  Comp.  Open.  Call 
Joe  Doyle  (904)  285-6020,  ext.  200. 


_ EDITORIAL _ 

HIGH-TECHNOLOGY  REPORTER:  Seek¬ 
ing  aggressive,  high-energy,  enterpris¬ 
ing  business  news  reporter  with  at  least 
five  years  of  experience  to  cover  the 
high-technology  industry  in  the  Pacific 
Northwest.  The  reporter  will  be 
expected  to  cover  economic  devel¬ 
opment  trerxls  and  breaking  corporate 
news  for  high-tech  companies  operat¬ 
ing  in  our  coverage  area. 

ECONOMICS/TRADE  REPORTER: 
Seeking  enterprising  business  news 
reporter  with  at  least  five  years  of 
experience  to  cover  the  regional  econ¬ 
omy  in  the  Pacific  Northwest,  trade 
issues  affecting  Oregon  and  the  Port  of 
Portland.  The  reporter  is  expected  to 
exhibit  a  great  deal  of  initiative  and 
creativity  in  crafting  stories  with  depth, 
perspective  and  insight. 

Application  deadline  is  July  31,  1996. 
Please  submit  application  materials  to: 
George  Rede,  recruitment  director.  The 
Oregonian,  1320  SW  Broadway, 
Portland,  OR  97201 . 


MANAGING  EDITOR 
The  Los  Angeles  Business  Journal  seeks 
an  energetic,  creative  and  experienced 
newsroom  manager  to  coordinate  cov¬ 
erage  in  the  nation's  most  dynamic 
business  community.  Applicant  should 
be  a  hard-working  team  player  not  con¬ 
tent  to  simpfy  process  copy.  Must  have 
extensive  siting  and  managing  back¬ 
ground  and  be  well-versed  in  business 
coverage.  Send  letter  and  resume  to 
Mark  Lacter,  editor,  Los  Angeles  Busi¬ 
ness  Journal,  5700  Wilshire  Blvd., 
Suite  1 70,  Los  Angeles,  CA  90036. 

MANAGING  EDITOR 
Can  you  motivate  reporters  and 
editors?  Can  you  help  reporters 
develop  enterprise  stories  and  teach 
the  tools  to  develop  investigative  report¬ 
ing  skills  in  people?  We  need  an  expe¬ 
rienced  journalist  to  help  lead  our 
news  department.  We're  a  23,000,  7- 
day  newspaper  just  outside  of  Col¬ 
umbus,  Ohio.  We  offer  competitive 
pay  and  benefits  along  with  excellent 
outdoor  recreation  opportunities  in 
dynamic  central  Ohio.  Send  resume, 
work  samples,  reference  list  to  Mark 
Richmond,  publisher.  The  Advocate, 
22  N.  First  St.,  Newark,  OH  43055. 
Please  no  phone  calls. 

MUSIC  EDITOR 

New  Times  has  an  immediate  opening 
(or  a  full-time  music  editor  at  its 
award-winning  weekly  newspaper  in 
San  Francisco.  Strong  writing  skills 
essential.  Job  entails  planning/Miting 
music  section,  hiring  freelancers, 
reviewing  music/pop  culture  and  writ¬ 
ing  non-music  feature  length  stories  (or 
front  of  the  book.  Send  cover  letter, 
resume,  and  five  best  clips  to: 

Bill  Wyman 

SF  WEEKLY 
425  Brannon 
San  Francisco,  CA  94107 
NEWS  EDITOR  for  best  small  daily  in 
Arkansas.  Cover  police/courts.  Page 
layout  on  QuarkXPress.  Photo  skills. 
Todd  (501)  239-8562. 


Everybody  gets  so  much  information  all 
day  long  mat  they  lose  their  common 
sense. 

Gertrude  Stein 


_ EDITORIAL _ 

NEWS  EDITOR 

Proven  leader,  coach,  motivator  who 
can  help  a  veteran  staff  fine  tune  its 
skills.  Must  excel  in  accuracy,  setting 
high  journalistic  standards,  and  meet¬ 
ing  deadlines.  Position  requires  at  least 
3  years  of  supervisory  experience. 
Send  resume,  clips,  references,  and  a 
cover  letter  outlining  your  philosophy 
for  local  news  coverage  to:  Walter 
Dawson,  managing  editor.  The  Mon¬ 
terey  County  Herald,  8  Upper 
Rogswle  Drive,  Monterey,  CA  93940. 


NEWSPAPER  PHOTOGRAPHER 
The  Community  News  Group  seeks  a 
full-time  photographer  (or  twice-weekly 
award-winning  newspapers  located 
south  of  Seattle.  Cities  include  Burien, 
Des  Moines,  and  Federal  Way. 
Qualified  applicants  will  hove  practical 
experience  in  a  news  photography 
environment.  We  value  diversity  in  the 
workplace  and  encourage  those  who 
share  that  vision  to  apply.  Non¬ 
smoking  environment.  E.E.O.  To  apply, 
send  resume  with  work  samples  to: 

Director  Human  Resources,  PHG 

P.O.  Box  481 19 
Burien,  WA  98148 

NORTH  TEXAS  is  growing  like  crazy 
and  so  are  we.  If  you  thrive  on  rooting 
out  hot  business  news  before  the 
dailies  even  get  a  sniff,  or  if  you  love 
coaching  talented  writers  to  do  the 
same,  we  want  to  meet  you.  We 
anticipate  new  beat  reporting  and  edit¬ 
ing  positions  this  year.  Send  resume 
and  clips  to  Andy  Salvail,  managing 
editor,  Dallas  Business  Journal,  4131 
N.  Central  Expressway,  #310,  Dallas, 
TX  75238.  No  calls,  please. 

National  Sports  Jobs  Weekly,  PO  Box 
5725  Glendale  AZ  85312,  (602)  933- 
4345,  httpV/www.sportsjobs.com,  4 
issues  for  $39, 13  issues  for  $89. 

ONE  DESKTOP  PUBLISHER  and  one 
REPORTER  needed  on  Caribbean 
weekly.  REPORTER  must  be  able  to 
produce  clean,  crisp  copy  and  quality 
photographs;  be  computer  literate. 
DESKTOP  PUBLISHER  will  assume  all 
production  duties,  including  pasteup, 
ad  design  and  photo  processing.  AAac 
savvy,  photo  skills  a  must;  journalism 
degree  an  asset.  Salary  $225. 
Resume,  clips,  portfolio  to  Box  07848, 
Editor  &  Publisher. 

OPINION  EDITOR 

The  Kokomo  Tribune,  a  28,000- 
circulation  PM  daily  one  hour  north  of 
Indianapolis,  is  seeking  candidates  for 
opinion  page  editor.  Moderate  view¬ 
point  and  strong  writing  skills  a  must. 
QuarkXPress  knowledge  helpful.  Send 
resume,  work  samples  and  references 
to:  Kokomo  Tribune,  John  Wiles, 
editor,  300  N.  Union  St.,  P.O.  Box 
9014,  Kokomo,  IN  46904-9014. 

REPORTER 

We're  a  progressive  techno-sawy  mid¬ 
sized  newspaper  that  believes,  acts 
and  looks,  much  larger.  We're  looking 
to  complement  a  talented,  professional 
and  diverse  staff  witfi  another  experi¬ 
enced  -  and  hard-working  -  city  desk 
reporter.  You'll  find  our  salary  very  com¬ 
petitive,  our  newsroom  state  of  the  art 
(by  early  1 997)  and  Salt  Lake  City 
(and  environs)  a  Rocky  Mountain  par¬ 
adise.  Send  a  resume  and  clips  to  Rick 
Hall,  city  editor,  P.O.  Box  1257,  Salt 
Lake  City,  UT  841  10.  E-mail: 
rick@desnews.com.  No  phone  colls. 


Sorry,  but  that’s  Classified!! 

We'll  never  reveal  the  identity  of  an  E&P  box  holder. 

If  you  don't  want  your  reply  to  go  to  certain  newspapers  (or  companies),  seal 
your  reply  in  an  envelope  addressed  to  the  E&P  Classified  Advertising 
Department  with  an  attached  note  listing  the  newspapers  or  companies  you 
Ado  not  want  the  reply  to  reach.  If  the  Box  Number  you're  answering  is  on  your 
list,  We'll  discard  your  reply. 
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_ EDITORIAL _ 

POPULAR  MUSIC  WRITER 

TTie  Alameda  Newspaper  Group,  a  six- 
-paper  chain  in  the  San  Francisco  Boy 
Area,  is  seeking  an  experienced  music 
writer  who  can  produce  well-written 
previews,  in-depth  features  and 
reviews  of  musical  events,  from 
nightclub  performances  to  big- 
production  concerts.  The  job  requires 
expertise  in  rock  'n'  roll,  hip-hop,  R&B, 
blues,  country,  world  music  and  jazz. 
We're  looking  for  someone  who  can 
deal  confidently  with  breaking  news 
and  creatively  with  emerging  local  and 
national  trends.  Send  cover  letter, 
resume  and  clips  to  Sharyn  Betz, 
features  editor,  Alameda  Newspaper 
Group,  4770  Willow  Road, 
Pleasanton,  CA  94588.  No  calls, 
please. 

REPORTER  -  EDITOR 
FINANCE/BUSINESS 

Mid-size  Northwestern  Pennsylvania 
daily  newspaper  seeks  experienced  pro¬ 
fessional  to  oversee  the  weekly  prod¬ 
uction  of  the  Personal  Finance  and  Busi¬ 
ness  tab,  cover  feature  assignments  for 
Lifestyle  section  and  business  stories  for 
our  Sunday  paper. 

QUAUFICATIONS 

*3  years  Business  and  Personal  finance 
reporting,  plus  features  and  enterprise. 
•Clips  sfrauld  show  a  flair  for  incorporat¬ 
ing  real  people  into  stories  and  for 
making  complex  financial  issues 
understandable. 

•Proven  layout  and  editing  e^^rience. 
•QuarkXPress  knowledge  a  plus. 
•Journalism  or  related  degree  preferred. 

This  opportunity  offers  a  competitive 
salary  and  excellent  fringe  benefit 
package,  including  pension  and 
401  (k)  plan.  No  phone  calls,  please. 
Send  confidential  resume  with  clips 
and  salary  history  to: 

Times  Publishing  Company 
Attn:  Herb  Gilroy 
Human  Resources  Manager 
205  West  1 2th  Street 
Erie,  PA  16534 

_ EOE _ 

REPORTER  -  General  assignment 
reporter  who  will  handle  some  health 
care  and  education  issues.  A  50,000 
daily-Sunday  in  western  Pennsylvania 
has  a  opening  for  a  do-everything 
reporter.  Send  cover  letter,  resume  and 
a  sample  of  your  work  to:  Human 
Resources,  The  Johnstown  Tribune  Pub¬ 
lishing  Co.,  P.O.  Box  340,  425  Locust 
Street,  Johnstown,  PA  1 5901 . 

SPORTS  AND  BUSINESS  EDITORS 
Californio  community  newspaper  chain 
seeks  sports  editors  in  Southern  and 
Northern  Califonria  and  a  business 
editor  for  a  southern  California  daily. 
Send  resume  and  work  samples  to  Tim 
Whyte,  The  Signal,  P.O.  Box  801870, 
Santa  Clarita,  CA  91 380-1 870. 

WE  ACCEPT 
MASTERCARDMSA 
FOR  PAYMENTS 


_ EDITORIAL _ 

REPORTER 

No  openings?  We  hove  no  openings, 
but  change  is  a  part  of  every 
newsroom.  So,  to  ensure  continuity  in 
our  report  for  our  readers,  we're  look¬ 
ing  for  a  few  good  reporters  now  work¬ 
ing  in  Zones  1  or  2  who  are  looking 
for  a  greater  challenge.  Those 
reporters  will  spend  three  days  --  yes, 
paid  "  trying  out  to  get  to  the  top  of 
our  list  of  potential  hires.  We  are  a 
60,000-circulation  daily  newspaper 
within  35  minutes  of  New  York  City. 
Who  are  we  looking  for?  You've  got  at 
least  three  years  of  full-time  daily  expe¬ 
rience.  You're  the  best  reporter  and 
writer  your  newspaper  has  seen  in 
years.  But  you  want  more.  If  you're  com¬ 
mitted  to  hard-hitting  community  jour¬ 
nalism  and  are  up  to  the  challenge  of  a 
competitive,  demanding  market,  send 
letter,  resume  and  your  five  best  clips 
to  James  McGarvey,  assistant  manag¬ 
ing  editor.  Daily  Record,  P.O.  Box 
21 7,  Parsippany,  NJ  07054-021 7. 


no?  We  need  two  excellent  reporters 
for  daily  newspaper.  Resume,  three  of 
your  best  clips  to:  John  Seelmeyer, 
editor.  The  Union,  1 1 464  Sutton  Way, 
Grass  Valley,  CA  95945. 

ROOM  TO  WRITE 

New  Times  is  looking  for  experienced 
news  and  feature  writers  to  staff  its 
hard-hitting  weekly  papers  in  Phoenix, 
Denver,  Miami,  Dallas,  and  Houston. 
We  publish  in-depth,  well-crafted 
stories  that  explore  the  issues,  events 
and  personalities  that  make  our  com¬ 
munities  tick.  Our  stories  inform  and 
entertain  readers,  provoke  strong  reac¬ 
tions  and  win  national  awards. 

If  you  understand  the  difference 
between  magazine-style  reporting  and 
the  hurried  fact-finding  of  daily 
papers,  if  your  copy  is  os  much  a 
pleasure  to  read  as  it  is  well 
researched,  we  wont  lo  hear  from  you. 
There  are  immediate  openings  for 
news  and  feature  writers  in  Dallas, 
Houston,  Miami  and  Phoenix. 

New  Times  is  committed  to  building  a 
diverse  workforce  and  acknowledges 
the  needs  of  employees  with  young 
families.  We  offer  competitive  salaries 
and  benefits... and  all  the  space  you 
need  to  put  the  news  in  perspective 
and  tell  a  good  story. 

Send  all  applications 
(no  phone  calls,  please)  to: 

Christine  Fleming, 

Executive  Managing  Editor 
New  Times,  Inc. 

P.O.  Box  5970 
Denver,  CO  8021 7 

Include  a  cover  letter;  a  resume;  your 
best  clips;  and  three  well-developed, 
tightly  focused  story  ideas  from  your 
town  that  you'd  pursue  if  you  had  the 
time  and  the  space. 


_ EDITORIAL _ 

SENIOR  BUSINESS  VYRITER  needed  for 
industry-specific  business  advice  in 
leading  national  floral,  travel  and 
bookseller  magazines.  Freelance  or 
staff.  Excellent  pay.  Send  resume/ 
samples:  The  McManus  Group,  1 16 
East  Dewey  Avenue,  Sapulpa  (Tulsa), 
OK  74066.  Fax:  (918)  227-7334.  e- 
moil:  McMPu'olish@aol.com. 

SEVEN-DAY  AM  (circ.  30,000)  in  Cen¬ 
tral  Pennsylvania  has  openings  for  a 
general  assignment  reporter  and  a  busi- 
ness/agriculture  reporter.  We're  look¬ 
ing  for  experienced  writers  who  have 
worked  on  smaller  community  news¬ 
papers,  but  we  will  consider  recent 
grads  with  solid  clips  and  references. 
Send  materials  to  John  Moore,  The 
Daily  Item,  200  Market  Street,  Sun- 
bury,  PA  17857.  Fax  (717)  286-7695. 
No  phone  calls,  please. 

SPECIAL  SECTIONS  EDITOR 
Large,  av«ird-winning  weekly  newspa¬ 
per  group  in  northern  New  Jersey 
seeks  creative,  top-flight  special  sec¬ 
tions  editor.  Extensive  copy  editing 
skills  required.  QuarkXPress,  Adobe 
Photoshop  experience  a  must. 
Illustrator,  a  plus.  Send  resume,  work 
samples  to  Liz  Parker,  executive  editor, 
Recorder  Publishing  Company,  254 
Mercer  St.,  Stirling,  Kl  07980. 

SPORTS  EDITOR  -  Productive,  communi¬ 
ty-minded  sports  editor  needed  at  The 
St.  Augustine  Record  (FL),  7-day, 
18,000  PM.  Successful  candidate  will 
be  a  hands-on,  do-all  type  who  can 
write,  edit,  layout,  take  pictures,  relate 
to  high  school  athletes  and  supervise 
two  full-time  sports  writers.  Would 
cover  all  sports  at  four  local  high 
schools  and  Flagler  College,  plus  the  new 
NFL  Jacksonville  Jaguars.  Looking  for 
someone  who  can  expand  pages 
beyond  typical  game  'stuff."  A 
Bachelor's  degree  is  preferable,  with 
two  years  experience.  Good  job  for 
someone  wanting  editorial/ 
management  experience.  Apply  to 
James  Sutton,  editor.  The  St.  Augustine 
Record,  P.O.  Drawer  1630,  St. 
Augustine,  FL  32085-1630  or  FAX  to 

(904)  829-6664. _ 

SPORTS  EDITOR 

with  solid  writing,  editing,  design  skills 
to  manage  hard-working  sports 
department  for  29,000  circulation  dai¬ 
ly/Sunday  in  Zone  5  noted  for  prep/ 
golf/auto/outdoor/recreational  sports. 
Reader-oriented,  community-minded 
individual  with  strong  people  skills. 
Mac  and  QuarkXPress  experience  a 
plus.  Send  resume  detailing  experience 
and  samples  of  writing/layout  work  to: 
Editor,  The  Quincy  Herald-Whig,  P.O. 
Box  909,  Quincy,  IL  62306. 

SPORTS  REPORTER 

If  you're  creative,  energetic  and  a  top- 
notch  reporter,  we  have  a  job  that 
should  challenge  and  excite  you.  The 
Ann  Arbor  News  seeks  a  reporter  to 
cover  University  of  Michigan's  men's 
basketball,  one  of  the  elite  programs  in 
the  country.  Send  resume  and  five 
clips.  The  News  is  an  equal 
opportunity  employer.  Write  Geoff 
Larcom,  sports  editor.  The  Ann  Arbor 
News,  Ko.  Box  1 1 47,  Ann  Arbor,  Ml 
48106.  No  calls,  please. 
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_ EDITORIAL _ 

STAFF  PHOTOGRAPHER  needed  at 
The  St.  Augustine  Record  (FL),  7-day, 
18,000  PM.  Must  have  proven  photo 
ability  in  spot  news,  sports,  features 
and  studio  work.  Two  years  doily 
newspaper  experience  and  college 
degree  preferred.  Apply  to  John 
Studwell,  chief  photographer,  P.O.  Box 
1630,  St.  Augustine,  FL  32085-1630 
or  FAX  (904)  829-6664. 


SYSTEMS  EDITOR 

We  are  looking  for  someone  to  lead 
our  news  staff  in  the  use  of  computers 
and  new  technology.  We're  seeking  a 
systems  editor  to  train  reporters,  lead 
us  through  pagination  and  work  with 
our  online  and  other  new  media  opera¬ 
tions. 

We  are  the  Fayetteville  Observer- 
Times,  a  75,000-circulation  daily  in 
southeastern  North  Carolina.  Top  can¬ 
didates  will  have  programming  skills 
and  knowledge  of  PCs  and  Macs. 
Journalism  experience  and  knowledge 
of  an  Sll  front-end  system  preferred. 

Send  a  letter  and  resume  ta  Jahn 
Holmes,  personnel  director,  Fayetteville 
Observer-Times,  P.O.  Box  849,  Fayet¬ 
teville,  NC  28302. 

THE  ALBUQUERQUE  JOURNAL,  New 
Mexico's  statewide  paper  has  an  open¬ 
ing  for  a  reporter  willing  to  take  on 
some  of  the  most  important  issues  foc- 
ing  local  government  in  a  fast-growing 
high  desert  city,  including  long-range 
planning.  The  reporter  will  also  cover 
local  Pueblo  tribes.  The  ability  to  cut 
through  the  government  jargon  and 
write  in  a  way  the  reader  can 
understand  is  vital.  Three  years  of  daily 
newspaper  experience  is  required. 
Salary:  $29,000  or  more  depending 
on  experience.  Send  resume  and  clips 
by  August  10  to  Judy  Giannettino, 
metropolitan  editor,  Albuquerque 
Journal,  P.O.  Drawer  J,  Albuquerque, 
NM  87103. 


THE  CAROLINA  MORNING  NEWS  is 
looking  for  a  versatile,  highly 
motivated  reporter  to  cover  gov¬ 
ernment  and  business  in  the  Hilton 
Head-Beaufort,  SC,  region,  one  of 
American's  fastest  growing  areas. 
Must  show  initiative,  innovation  and 
accuracy.  At  least  two  years  daily 
experience.  Contact  Kyle  Poplin, 
editor,  Carolina  Morning  News,  P.O. 
Box  486,  Bluffton,  SC  29910. _ 

THE  SEATTLE  TIMES  News  Desk,  which 
handles  local,  national  and  interna¬ 
tional  news,  seeks  a  versatile  copy 
editor.  Requirements:  strong  word¬ 
editing  and  headline  writing  skills  as 
demonstrated  on  editing  test;  layout 
ability  (pagination  a  plus);  minimum  of 
five  years  of  editing  experience  on  a 
major  daily  newspaper.  Flexibility  in 
hours  a  must.  To  apply,  send  cover  let¬ 
ter,  resume  and  samples  of  your  work 
by  July  31  to  Millie  Quon,  AME,  Seat¬ 
tle  Times,  P.O.  Box  70,  Seattle,  WA 
98111.  No  calls,  please. 


FAX  YOUR  AD  TO 
US  AT  (2 12)  929-1259 


HELP  WANTED 

EDITORIAL 


_ EDITORIAL _ 

NEWS  DESK  EDITOR 

The  Lincoln  Journal  Star  is  looking  for 
a  copy  editor/page  designer  to  join 
our  news  desk  team. 

You  could  be  the  right  person  if 

•  you  have  least  a  year  of  full-time  exp¬ 
erience  on  the  copy  desk  of  a  daily 
newspaper; 

•  you  have  a  thoughtful  interest  in  and 
knowledge  of  national  and  world 
affairs; 

•  you  know  your  way  around  the  news 
wires; 

•  you're  passionate  about  detail  and 
accuracy; 

•  you  can  write  bright,  compelling 
headlines; 

•  you  have  a  flair  for  page  design; 

•  you've  done  some  pagination. 

Send  a  cover  letter,  resume  with 
references,  and  tearsheets  by  July  31 
to:  Human  Resources,  Lincoln  Journal 
Star,  P.O.  Box  81609,  Lincoln,  NE 
68501. 

THE  PACKER,  the  leading  weekly 
newspaper  covering  the  $65  billion 
fresh  fruit  and  vegetable  industry,  is 
looking  for  a  correspondent  to  cover 
news  events  &  photo  opportunities  in 
the  Northeast  and  eastern  Canada. 
This  freelance  individual  must  have  a 
strong  reporting  &  photography  back¬ 
ground.  May  include  occasional 
overnight  travel.  Send  cover  letter, 
resume  and  work  samples  to  Vance 
Publishing  Corp.,  Human  Resources- 
NE,  10901  W.  84th  Terrace,  #200, 
Lenexa,  KS  6621 4. 

THE  STATESMAN  JOURNAL  in  Salem, 
Ore.,  is  a  good,  mid-sized  paper  that 
wants  to  get  better.  We're  looking  for 
people  who  want  to  be  part  of  the 
team.  As  a  bonus,  you  get  to  live  in  the 
beautiful  Pacific  Northwest.  Here's 
what's  open; 

ASSISTANT  NEWS  EDITOR:  Need  a 
No.  2  person  on  news  desk  with  Page 
One  experience.  Will  help  manage 
desk  staff  and  page  flow.  Should  be 
meticulous  with  copy  and  headlines; 
slot  experience  is  desired. 

NEWS  DESK  COPY  EDITOR;  Looking 
for  strong  headline  writer  with  solid 
copy-editing  skills.  Responsibilities 
include  layout  and  pagination. 

Send  resume,  clips  to  AME  Grant 
Butler,  Statesman  Journal,  P.O.  Box 
1 3009,  Salem,  OR  97309-101 5. 

The  Statesman  Journal  is  a  Gannett 
newspaper  with  a  70,000  weekend 
and  65,000  daily  circulation.  The 
Statesman  Jaurnal  values  warkplace 
diversity  and  encourages  those  who 
share  our  vision  to  apply. 


LOST  IN  CYBERSPACE? 
CALL  FOR  WEB  RATES 
(212)  675-4380,  ext.  170 


THE  SUN-SENTINEL  is  looking  for 
editors  to  lead  reporters  in  the  com¬ 
petitive  and  growing  South  Florida 
market  where  the  newspaper's  circula¬ 
tion  is  272,000  daily  and  390,000  on 
Sundays.  Our  assistant  city  editors 
must  be  aggressive  journalists  and  fac¬ 
ile  line  editors  committed  to  developing 
a  talented  staff  of  reporters.  They  also 
must  have  editing  ar  similar  leadership 
experience.  We  want  to  identify  can¬ 
didates  (or  future  opportunities  and  (or 
present  openings  including: 

GOVERNMENT/COMMUNITIES: 
Supervise  reporters  covering 
municipalities  and  community  issues. 
Government  or  community  reporting/ 
editing  experience  is  preferred. 

POLICE/COURTS:  Supervise  reporters 
covering  police  and  courts.  Must 
respond  aggressively  to  breaking  news 
and  be  adept  at  setting  priorities  to 
plan  and  execute  enterprise  stories  on 
these  active  beats. 

SPECIALITY:  Supervise  senior  general 
assignment  and  specialized  topic 
reporters. 

Please  send  a  resume  and  letter  of 
interest  that  identifies  the  position/ 
positions  that  mast  interest  you  and 
gives  a  brief  description  of  how  you 
would  approach  the  jab.  Do  not  limit 
yourself  to  areas  listed  above  if  you 
have  other  editing  interests.  Apply  to 
Kathy  Pellegrino,  recruitment 
coordinator,  Sun-Sentinel,  200  E.  Las 
Olas  Blvd.,  Fort  Lauderdale,  FL  33301 . 

THE  VAIL  DAILY  has  an  opening  for  a 
sports  writer.  Candidates  should  be 
self-motivated  with  strong  writing  skills. 
Knowledge  of  skiing,  QuarkXPress 
helpful.  Send  resume,  clips,  references 
to:  Jeremy  D.  Bonfiglio,  sports  editor. 
The  Vail  Daily,  P.O.  Box  81,  Vail,  CO 
81658. 

TOP  10  APSE  Sports  Department  in  the 
Denver  metro  area  needs  an  experi¬ 
enced  writer  with  guts  and  grace.  We 
cover  everything  from  preps  to  pros, 
including  two  NCAA  programs,  in  a 
highly  competitive  sports  market. 

Send  resume,  cover  letter  and  clips  to 
Personnel  Director,  The  Daily  Times-Call, 
Box  299,  Longmont,  CO  80501 . 

The  BENTON  COUNTY  DAILY 
RECORD,  an  award-winning  seven- 
doy-a-week  daily  newspaper  in  north¬ 
west  Arkansas,  seeks  a  sportswriter 
with  basic  page-building  and  photog¬ 
raphy  skills  who  enjoys  working  in  a 
competitive  environment.  Must  have 
reliable  transportation  and  be  willing 
to  work  some  nights  and  weekends. 

Send  resume  to;  Jeff  Slatton,  sports 
editor,  P.O.  Box  1049,  Bentonville,  AR 
72712 


A  writer  is  unfair  when  he  is  unable  to  be 
hard  on  himself. 

Marianne  Moore 


_ EDITORIAL _ 

THE  LOS  ANGELES 
DAILY  NEWS  SEEKS: 

ASSISTANT  FEATURES  EDITOR;  Can¬ 
didates  should  have  at  least  three  years 
experience  editing.  Deadline  newspa¬ 
per  experience  is  preferred. 

PAGE  DESIGNER:  Candidates  should 
have  experience  designing  covers  or 
other  open-page  layouts  for  a  news¬ 
paper  or  magazine.  Deadline  news¬ 
paper  experience  is  preferred. 

LIFESTYLE/ENTERTAINMENT 
REPORTER;  Candidates  should  have  at 
least  three  years  daily  newspaper 
reporting  experience. 

BUSINESS  ENTERTAINMENT 
REPORTER:  Candidates  should  hove  at 
least  three  years  daily  newspaper 
reporting  experience. 

Send  cover  letter,  resume  and  work 
samples  to  Assistant  Managing  Editor 
Mark  Barnhill,  Los  Angeles  Daily 
News,  P.O.  Box  4200,  Woodland 
Hills,  CA  91 365-4200. 

THE  WISCONSIN  STATE  JOURNAL, 
the  morning  and  Sunday  newspaper  in 
Money  magazine's  #1  city  in  the 
nation,  Madison,  Wl,  has  job  open¬ 
ings: 

Assistant  sports  editor:  We  are  seeking 
an  editor  to  help  coordinate  our  cov¬ 
erage  and  direct  our  desk  of  five  full¬ 
time  and  six  part-time  copy  editors  (our 
nights  a  week.  Candidates  should  hove 
reporting  and  copy  editing  back¬ 
ground,  with  solid  news  judgment  and 
the  ability  to  produce  under  deadline 
pressure.  Five  years  an  a  daily  news¬ 
paper  is  preferred. 

Media  reporter:  We  are  filling  an  excit¬ 
ing  new  beat  covering  the  media,  new 
and  otherwise.  The  applicant  should  be 
savvy  about  conventional  media  (tv 
and  radio)  as  well  as  trends  in 
electronic  communication  (the  Web,  e- 
mail,  CD-Roms,  modems,  browsers, 
home  theater).  Being  a  versatile  self¬ 
starter  with  a  flair  for  engaging 
readers  is  a  must.  At  least  two  years  of 
newspaper  experience  required. 

Copy  editors:  We  are  .seeking  news 
and  sports  copy  editor  applicants  who 
are  exceptional  journalists  and  can 
paginate  on  our  Harris  system.  Candi¬ 
dates  should  hove  a  flair  for  headlines 
and  layout,  strength  at  words  editing, 
and  an  ability  to  adapt  to  technology 
and  cope  with  deadline  pressure.  At 
least  two  years  of  copy  editing  experi¬ 
ence  on  a  daily  newspaper  required. 

For  any  of  these  positions,  send  cover 
letter,  resume  and  references  by 
August  3  to:  Paul  Fanlund,  assistant 
managing  editor,  Wisconsin  State 
Journal,  P.O.  Box  8058,  Madison,  Wl 
53708.  We  are  an  equal  opportunity/ 
affirmative  action  employer. 


FAX  YOUR  AD 
TO  (212)  929-1259 


_ EDffORIAL _ 

WANTED:  An  aggressive,  experienced 
assignments  editor  to  become  metro 
editor  of  a  100,000-plus  doily  in 
Jackson,  MS.  Needed  is  an  editor  com¬ 
mitted  to  the  First  Amendment  and  a 
feisty  approach  to  covering  the  news. 
Jackson  is  the  state  capital.  The  slate's 
medical  complex,  arts  community  and 
businesses  are  headquartered  here  as 
well.  Metro  editor  duties  include 
overseeing  state  and  locol  coverage 
and  coordinating  news  coverage  with 
other  departments.  Requirements:  at 
least  5  years  experience  in  journalism, 
with  at  least  2  years  In  a  managerial 
role.  The  Clarion- Ledger,  part  of  the 
Gannett  Co.,  Inc.,  encourages  diversity 
in  its  news  staff.  Applications  should 
include  a  resume,  cover  letter  and  5-8 
samples  of  your  best  work.  Send  them 
to  Managing  Editor  Margaret  Down¬ 
ing,  The  Clarion-Ledger,  201  S.  Con¬ 
gress,  Jackson,  MS  39205. 

ZONE  EDITOR 

The  York  Daily  Record,  a  42,000  AM 
daily  in  southcentral  Pennsylvania, 
seeks  a  motivated,  versatile  editor  to 
supervise  and  produce  two  weekly 
zoned  sections.  Management  position 
demands  quality  people,  editing, 
layout  and  writing  skills.  Familiarity 
with  pagination  a  plus.  York  is  located 
50  miles  north  of  Baltimore  within  easy 
driving  distance  of  the  ocean,  moun¬ 
tains  and  major  cities.  Position  pays 
$31,000  or  more.  Send  resume  and 
work  samples  to  Managing  Editor, 
York  Daily  Record,  P.O.  Box  15122, 
York,  PA  17405.  EOE. 

EMPLOYMENT  OPPORTUNtTIES 

$35,000/YR.  INCOME  POTENTIAL. 

Reading  books 

Toll  Free  1  (800)  898-9778 
Ext.  R-51 89  for  details 

$40,000/YR.  INCOME  POTENTIAL. 
Home  Typists/PC  users.  Toll  Free  1 
(800)  898-9778  Ext.  T-5189  for  list¬ 
ings. 

INFORMATION  SYSTEMS 

EDITORIAL  SYSTEM  ANALYST 

The  San  Jose  Mercury  News  is  seeking 
a  systems  analyst  to  round  out  its 
newsroom  systems  team  and  aid  in  the 
implementation  of  its  new  CCl  pagina¬ 
tion  system.  Qualified  candidates  must 
hove  a  four-year  college  degree,  solid 
programming  skills,  good  people  skills, 
a  sense  of  humor  and  enjoy  working  in 
the  newsroom  environment.  Preferred 
Sll  skills  include  STYL  programming. 
Networking,  Unix  or  Macintosh  know¬ 
ledge  is  desirable. 

Send  resume  to: 

James  Braswell 
Editorial  Systems  Manager 
San  Jose  Mercury  Newrs 
750  Ridder  Park  Drive 
San  Jose,  CA  951 90 
e-mail;  jbraswell@smercury.com 


The  superiority  of  the  distant  over  the 
present  is  only  due  to  the  mass  and 
variety  of  the  pleasures  that  can  be 
suggested,  compared  with  the  poverty  of 
those  that  can  at  any  time  be  felt. 

George  Santayana 
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HELP  WANTED 


_ PREPRESS _ 

COMPOSING  ROOM  FOREMAN 


_ MAILROOM _ 

DISTRIBUTION  CENTER  MANAGER 
TTie  Herald  (Rock  Hill,  SC|  a  McClatchy 
30,000  daily  in  the  fast  growing 
Charlolfe-area  nxirket  is  currently  seek¬ 
ing  an  experienced  distribution  center 
manager.  Experience  on  Harris  insert¬ 
ing  equipment,  counter  stacker,  strap¬ 
pers  and  all  other  mailroom  equipment 
is  required.  Candidates  should  have  2- 
4  years  working  in  newspaper 
mailroom  as  an  assistant,  foreman  or 
supervisor,  maintenance  skills  and  the 
ability  to  meet  strict  deadlines  while  pro¬ 
viding  quality  service.  We  offer  a  com¬ 
petitive  salary  and  an  excellent  benefits 
package.  Qualified  candidates  please 
send  cover  letter  and  resume  to: 

Human  Resources  Director 
The  Herald 
P.O.  Box  11707 
Rock  Hill,  SC  29731 


MAILROOM  DEPARTMENT 
MANAGER 

Fast-paced  group  of  23  community 
newspapers  seeks  someone  to  manage 
its  mailing  operations.  This  Ipswich 
based  position  requires  a  qualified 
candidate  to  possess  the  leadership 
and  skills  to  manage  2  shift,  five  day 
operation  with  a  stoff  of  18.  Experi¬ 
ence  on  a  Muller  227  inserting 
machine  with  on-line  Cheshire  labeler 
or  similar  equipment  a  must.  Interested 
applicants  should  forward  resume  and 
salary  requirements  to  Community 
Newspaper  Company  c/o  Ellin  Car- 
roll,  P.O.  Box  192,  Ipswich,  MA 
01 938  or  FAX  (508)  356-91 88. 


NEWSPAPER 
MAILROOM  MANAGER 
A  Zone  2  daily  is  looking  (or  a  highly 
motivated,  well  organized  individual  to 
manage  all  aspects  of  post-press 
Mailroom  operations.  Preferred  candi¬ 
dates  for  this  challenging  full-time 
opportunity  will  possess: 

•Strong  Organizational  skills,  planning/ 
scheduling. 

•Good  people  skills. 

•3  years  management  experience 
(preferably  in  newspaper  production/ 
operations). 

•Good  mechanical  skills. 

•Knowledge  of  2nd  and  3rd  class  mail 
labelling  and  preparation  procedure. 
•Wllingness  to  work  flexible  hours. 
•Budget  preparation  and  tracking  skills. 
•Expense  control. 

We  offer  on  excellent  wage  and 
benefit  package  and  the  opportunity  to 
join  our  team  of  dedicated  newspaper 
professionals.  Box  07856,  Editor  & 
Publisher. 

PHOTOGRAPHY 

PHOTOGRAPHER 

The  Paducah  (KY)  Sun,  a  family-owned 
32,000  circulation  daily  newspaper  is 
seeking  a  full-time  photographer  for 
news  and  sports  and  advertising  assign¬ 
ments.  Compensation  is  entryHevel  to 
moderate  experience.  Benefits  include 
two  health  insurance  options,  pension 
and  company-matched  401  (k).  Send 
resumes  and  references  ta  Jim  Paxton, 
Box  2300,  Paducah,  KY  42002-2300. 


I  paint  what  I  see  with  my  eyes  closed. 

De  Chirico 


_ PHOTOGRAPHY _ 

MINNEAPOUS  STAR  TRIBUNE 

Director  of  photography:  this  person 
will  work  with  photographers,  photo 
editors,  topic  team  leaders,  section 
coordinating  editors  and  the  visual  con¬ 
tent  editor  to  assure  that  the  Star 
Tribune  achieves  the  best  possible 
photojournalism  throughout  the  paper. 
Will  have  primary  responsibility  for 
coaching,  leaching  and  training  photo¬ 
graphers  and  photo  editors  in  enhance¬ 
ment  of  their  craft  skills.  May  do  some 
hands-on  editing  and/or  shooting. 
Must  have  previous  management  expe-^ 
rience  in  a  metro  photo  department. 
Must  have  strong  photo  journalism 
background,  collaborative  skills, 
understanding  of  elements  and  expecta¬ 
tions  of  redesign  principles  and  good 
storytelling. 

To  apply,  send  a  letter  saying  why  you 
are  the  best  candidate  (or  this  position 
and  a  resume  to: 

Brenda  Rotherham 
Recruiting  Coordinator 
425  Portland  Ave. 

Minneapolis,  MN  55488 
(612)673-4422 

Apply  by  Friday,  August  2 


The  Mercury,  a  30,000  daily  and  Sun¬ 
day  in  Pottstown,  PA  seeks  o  working 
composing  room  foreman  for  the  night 
shift  who  possesses  all-around  pre¬ 
press  expertise.  Experience  in  all 
phases  of  pre-press  operations  includ¬ 
ing  camera  and  process  color  strip¬ 
ping.  Must  have  good  supervisory  skills 
and  ability  to  achieve  quality 
objectives.  Please  send  resume  and 
salary  requirements  to: 

Tracy  Reinholt 
The  Mercury 
24  N.  Hanover  Street 
Pottstown,  PA  1 9464 

PRESSROOM 

PRESSMAN  for  7-unit  Harris  in  beauti¬ 
ful,  growirig  lake/river  market.  Night 
shift,  7:00  p.m.  to  3:00  a.m.  Apply  to 
Bob  Miles,  Yankton  Daily  Press  & 
Dakotan,  319  Walnut,  Yankton,  SD 
57078. _ 

PRESSRCX5M  MANAGER  needed  in  sub¬ 
urban  Maryland,  responsible  for  daily 
operations  of  the  pressroom,  including 
scheduling,  inventory,  budgeting,  and 
commercial  customer  mediation.  Must 
be  an  experienced  manager  with  Goss 
Community  Press  knovdedge.  Salary  com 
mensurate  with  experience.  Please 
send  resume  and  salary  requirements 
to  Ms.  Diane  Schmiltinger,  Homestead 
Publishing  Co.,  P.O.  Box  189,  Bel  Air, 
MD  21014. 


MP 

Classified 

It’s  Your  Peoplc'tO'People  Meeting  Place 

Find  your  editor,  advertising  manager,  artist,  sales 
representative,  circulation  manager,  public 
relations  or  production  person  with  an  ad  in 
Editor  &  Publisher.  We  reach  the  working 
professionals  you  want  to  reach,  every  week... 83 ,000 
strong. 

Rates  and  order  form  are  at  the  end  of  the 
Classified  section.  To  increase  accuracy  and 
expedite  placement.  Fax  your  ad  to  (212)  929- 
1259,  or  mail  it  to: 

Editor  &  Publisher 
Classified  Department 
11  W.  19th  Street 
New  York,  NY  10011 


PRODUCnON/TECH 

PREPRESS  SUPERVISOR 
Zone  4  daily  seeks  supervisor  for  pre¬ 
press  operations.  Working  knowledge 
of  Macintosh  system  Tegra 
imagesetters  required.  Must 
understand  Photoshop  and  have  ability 
to  scan  and  enhance  color  photos, 
page  negatives  and  commercial  art  for 
newspaper  reproduction.  Must  have 
management  experience  and  be  able 
to  train  employees  v/hile  leading  transi¬ 
tion  to  pagination.  Salary  to  $25,000. 
Excellent  benefits.  Submit  resume  with 
samples  to  Box  07854,  Editor  &  Pub¬ 
lisher _ 

PRODUaiON  DIREaOR 

The  Tuscaloosa  News,  a  40,000 
circulation  newspaper  in  Tuscaloosa, 
Alabama,  is  seeking  a  production 
director  with  1 0  years  of  production 
experience  with  at  least  5  years  as  a 
production  director.  A  four  year  col- 
le^  degree  is  preferred  with  strong  PC 
skills  including  Microsoft  Word  and 
Excel. 

Responsibilities  include  overseeing 
pressroom,  mailroom,  commercial  prin^ 
ing,  building  maintenance  and  OHSA/ 
safety  activities.  Primary  responsibilities 
include  on-time,  quality  production 
while  improving  productivity  and  find¬ 
ing  creative  budgeted  expense  reduc- 
tian  through  new  technology  and 
improved  procedures. 

Solaiy  commensurate  with  experience; 
excellent  benefits. 

If  you  meet  the  above  qualifications, 
send  a  cover  letter,  resume,  references 
and  salary  history  to: 

Otis  McCollum 

The  New  York  Times  Company 

3414  Peachtree  Rd.  NE 
Suite  1 1 00 

Atlanta,  GA  30326 

The  New  York  Times  Company  is  an 
equal  opportunity  employer. _ 

PRESS  OPERATORS 

Large  morning  daily  in  southwest  Ohio 
is  seeking  energetic,  highly  productive 
journeyman  press  operators.  Experi¬ 
ence  should  include  a  minimum  of  5 
years  with  doublewide  offset  presses. 
Successful  candidates  should  be  willing 
to  work  both  day  and  night  shifts. 
Excellent  pay  and  benefits  package 
includes:  Health  insurance,  paid  vaca¬ 
tions  and  holidays.  Send  replies  to: 
Elvin  Taylor,  personnel  manager,  P.O. 
Box  1061,  Doyton,  OH  45402. 

PROJEaS  DIREaOR 

TEACHING  TOLERANCE  DIREaOR 

The  Southern  Poverty  Low  Center  seeks 
director  for  its  Teaching  Tolerance  pro¬ 
ject.  Responsible  for  planning,  editing 
and  supervising  production  of  semian¬ 
nual  TEACHING  TOLERANCE  mago- 
zine;  planning  and  overseeing  devel¬ 
opment  of  video-and-text  teaching  kits; 
managing  10-person  staff  and 
multimillion-dollar  budget.  Requires 
solid  vn-iting  and  editing  experience,  pro¬ 
ven  managerial  and  research  skills,  an 
interest  in  equity  issues,  demonstrated 
ability  to  work  under  pressure  and 
meet  deadlines.  Salary  commensurate 
with  experience;  excellent  benefits. 
Resume  and  writing  samples  ta  Joseph 
J.  Levin,  Jr.,  SPLC,  400  Washington 
Avenue,  Montgomery,  AL  36104.  The 
SPLC  is  an  equal  opportunity  employer. 
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CLASSIFIED  ADVERTISING  RATES 

Foreign/Positions  Wanted  advertteers  must  pre-pay. 
Effective  January  1, 1996 


POSITIONS  WANTED 


UNEADS 

1  week-$6.60  per  line 

2  week9-$7.60  per  Hne,  per  Issue. 

3  weeto-$6.65  per  Hne,  per  Issue. 

4  weelo-$5.75  per  Hne,  per  Issue. 


POSITIONS  WANTED 

1  week-$4.30  per  Hne 

2  weeks-$4.10  per  Hne,  per  Issue. 

3  weeks-$3.CX)  per  Hne,  per  Issue. 

4  weeks-  $2.75  per  line,  per  Issue. 


Add  $  1 0.00  per  insertion  for  box  sen/ice.  Add  $5.00  per  insertion  for  box  service. 
Count  os  on  additional  line  in  copy.  Count  as  an  additionai  line  in  copy. 

SHAWN  OLSON/CAM/ext.170  HAZEL  PREUSS/ASST.CAM/ext.  171 
Count  approximately  34  characters  and/or  spaces  per  line. 

3  lines  minimum.  NO  ABBREVIATIONS. 

Deadline:  Every  Tuesday,  12  noon  (ET)  for  Saturday's  issue, 

DISPLAY  CLASSIFIED 

The  use  of  borders,  boldface,  illustrations,  logos,  etc.,  on  classified  ads  charged 
the  following  rotes  per  column  inch,  per  insertion:  1  time,  SlOO;  2  to  5  times,  $95 
6  to  13  times,  $90;  14  to  26  times  $86;  27  to  52  times  $80. 

DEADLINE:  8  days  prior  to  publication  date. 

Contract  rates  available  upon  request. 

Box  number  responses  are  mailed  each  day  as  they  are  received. 


Name - 

Company  _ 

Address - 

City  _ 

State _ 

Zip - 

Phone  _ 

Classification 
Authorized  Signature 
Copy 


No.  of  Insertions: 


Amount  Enclosed:  $. 


Editor^ 

PUBLISHER 

1 1  West  19th  Street,  NY,  NY  1001 1 .  212)  675-4380,  FAX  (212)  929-1259. 


ADMINISTRATIVE 


BIG  LEAGUE  TALENT 
Multi-talented  professional  with  signifi¬ 
cant  diverse  marketing,  advertising, 
circulation  and  new  product  dev^- 
opment  experience.  A  demonstrable 
career  history;  from  USA  Today's 
formative  years  to  contemporary  not 
niche  products.  Gannett  trained.  MBA. 
Currently  employed.  Reply  to  Box 
07859,  Editor  &  Publisher. 


ADVERTISING 


ADVERTISING  DIREaOR/NATIONAL 
MANAGER:  Eighteen  year  veteran 
with  retail/naticnal  sales  monogement 
and  marketing  experience  seeks 
challenging  position  with  progressive 
organization  in  Zones  1  or  2.  Proven 
record  of  achievement,  computer  liter¬ 
ate  and  Internet  savvy.  Call  (914)  631- 
7001. 


AWARD-WINNING  REPORTER,  now 
with  New  York  City  financial  daily, 
seeks  position  with  mid-to-lorge-size 
paper  in  the  East.  If  you  wont  a  busi¬ 
ness  who  knows  how  to  tell  a  good 
stroy  and  can  make  municipal  bonds, 
the  ecorK3my,  mutual  funds,  tax  policy, 
etc.,  accessible  to  the  average  reader, 
give  me  a  call.  My  experience  also 
includes  a  two-year  stint  with  a  small 
New  England  daily,  where  I  covered 
education  and  politics.  (212)  684- 
2264. 


EXPERIENCED  SPORTS  LAYOUT/ 
COPY  EDITOR  seeks  job  at  larger 
paper  or  management  position  at 
smaller  daily.  Pagination,  MAC  and 
some  management  experience.  Reply 
to  Box  07801 ,  Editor  &  Publisher. 


TURNAROUND  SPECIAUST  seeks  sports 
or  business  department  in  need  of 
creative  leadership  not  a  hall  monitor.  I 
have  a  job:  I'm  looking  for  a  challenge. 
Zones  1  or  2  only.  Faxes  to;  (817)  633- 
4965 


SENIOR-LEVEL  EDITOR  seeks  trade  or 
consumer  magazine  position.  Nine 
years  chief  editor  with  Chilton  maga¬ 
zine;  15  years  total  print.  Respected 
award-winning  writer  on  management, 
computers,  automotive  and  electronics. 
Available  immediately,  willing  to 
relocate  for  challenge  and  opportunity. 
tom.inglesby@reporters.net 
or  (602  661-1116 


EDITORIAL 


PROVEN!  '92  B.A.,  Fortune  50  Writ¬ 
ing/Marketing  experience.  New  York 
&  Hong  Kong.  Seeks  full-time, 
freelance:  New  York,  (21 2)  724-4625. 


12-YR.  REPORTER/EDITOR  seeks  staff 
environmental  beat  on  75,000  daily. 
Fine  Rolodex.  (847)  433-3751 . 


AGGRESSIVE  ENTERTAINMENT  writer 
seeks  position  as  television  or  movie 
critic  in  Zones  3  or  4.  Greg  Heyman 
(205)  534-7429. 


WIDEN  YOUR  Readers'  horizons. 
Allow  me  to  inform  on  issues  Carib¬ 
bean.  Ten  years  writing  and  editing 
with  dailies  and  nevrs  agencies.  Wide 
foreign  reporting  experience.  M.A.  in 
international  journalism  from  USC. 
Knowledge  of  Spanish.  (809)  977- 
1322. 


EXPERIENCED  Photojoumalist  in  South 
Florida  seeks  assignments.  Will  travel. 
C^ll  Pedro  (305)  864-2189. 


DISTINaiVE  WEB  SITE  Construction 
and  Maintenance  by  professional 
graphic  artist  with  21  years  Newsweek 
experience.  Let's  create  a  vreb  site  that 
best  defines  you. 

Contact  Richard  Gerstner 
at  RGERST©MSN.COM  or 
(908)  782-0027 
Fox  (908)  782-9393 


VETERAN  EDITOR/WRITER  who  has 
held  top  positions  with  leading  trade- 
magazine  publishers  seeks  assign¬ 
ments.  Strong  in  business/marketing, 
politics,  history,  current  affairs.  Dan 
Harrison,  (914)  762-2479. 


PRODUCTION/TECH 


PRODUaiON  MANAGER/Pressroom 
Manager.  Pressroom  or  mailroom  not 
up  to  standard?  Problems  with  quality 
or  waste?  I  can  bring  your  paper  up  to 
USA  Today  standards  or  maintain  the 
quality  you  already  have.  Over  20 
years  or  experience  on  single  and 
double  width  presses.  Goss,  TKS  and 
MAN  Roland.  Sorry  North  Carolina 
only.  (352)  787-6433. 
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Lessons  Learned  From  The 
British  Newspaper  Experience 


IN  SPITE  OF  the  very  gradual  loss 
of  the  newspaper  reading  habit 
among  people  in  so  many 
advanced  Western  countries,  the 
British  experience  appears,  at 
least  from  the  outside,  to  be  relatively 
healthy. 

It  is  characterized  by  its  energy  and 
dynamism  and  competitive  spirit.  In 
countries  where  the  press  is  regional¬ 
ized  and  monopolies  are  commonplace, 
the  British  situation  looks  refreshing. 

We  in  Britain  tend  to 
forget  that  the  unique¬ 
ness  of  our  vibrant 
national  press  stems 
from  the  fact  that 
Britain’s  size  and  geog¬ 
raphy,  along  with  the 
eariy  development  of 
its  rail  and  road  net¬ 
work,  has  helped  to  cre¬ 
ate  a  truly  national 
newspaper  industry. 

Papers  conceived  at 
night  in  the  capital  city 
have  traditionally  been 
on  sale  in  every  town 
and  village  of  the 
United  Kingdom  the 
next  morning.  In  other  words,  the  50 
million  population  has  long  been  a  sin¬ 
gle  potential  newspaper  market. 

This  alone  helps  to  explain  why  we 
have  10  national  papers  and  nine 
national  Sunday  papers. 

The  struggle  to  win  or  retain  readers 
has  been  the  most  constant  feature  of 
the  world  of  British  newspapers  and  is 
the  explanation  for  the  extraordinary 
volatility  and  vitality  and,  yes,  venality  of 
the  industry. 

Although  the  circulation  war  has 
never  stopped,  there  have  been  periods 
when  newspaper  owners  and  editors 
have  been  forced  to  tone  down  their 
hostilities.  During  the  Second  World 


Greenslade  is  a  media  analyst  in  the 
United  Kingdom.  The  above  is 
excerpted  from  his  prepared  remarks 
to  the  International  Federation  of 
Newspaper  Publishers  (FIEf)  S^d 
World  Editors  Forum  in  Washington, 
D.C 


War,  for  instance,  newsprint  was 
rationed.  And  the  postwar  years  were 
marked  by  the  increasing  strength  of 
the  printing  trade  unions. 

Indeed,  organized  labor  became  so 
powerful  that  local  union  leaders,  rather 
than  the  owners,  could  prevent  news¬ 
papers  from  competing  properly. 

They  stopped  papers  from  printing 
more  tlian  an  agreed  number  of  copies 
to  ensure  that  their  members  in  other, 
weaker  titles  could  maintain  their  level 
of  wages  and,  ultimate¬ 
ly,  their  jobs. 

They  refused  to 
allow  increases  in  pagi¬ 
nation  by  asking  for 
unreasonable  wages  to 
do  so. 

They  also  continually 
interrupted  production, 
especially  at  the  more 
successful  papers. 

The  net  effect  of  this 
kind  of  activity  was  to 
stifle  editorial  innova¬ 
tion  and,  needless  to 
say,  to  threaten  the 
commercial  life  of 
newspaper  companies, 
putting  a  severe  squeeze  on  profits. 

So,  the  great  turning  point  in  Britain’s 
recent  newspaper  history  occurred  in 
1986,  when  the  print  unions  were  oust¬ 
ed,  virtually  overnight. 

Rupert  Murdoch  moved  his  papers 
to  a  new  publishing  factory  on  the 
River  Thames  in  London,  at  a  place 
called  Wapping.That  odd,  rather  dirty, 
litde  dockside  location  has  since 
become  part  of  the  language  of  British 
newspapers.  Everyone  in  the  industry 
talks  about  the  pre-Wapping  and  post- 
Wapping  eras. 

All  the  other  national  newspaper 
owners  quickly  followed  Murdoch’s 
lead.  In  less  than  two  years,  the  unions 
were  gone  and  a  new  economic  era 
began. 

There  was  an  immediate  flurry  of 
innovation  and  enterprise,  on  an  unpar¬ 
alleled  scale.  Several  new  newspaper 
tides  were  launched. 

With  the  disappearance  of  all  the  old 
restrictions  —  and  the  relative  cheap¬ 


ness  of  newsprint  —  papers  grew  in 
size.There  were  extra  pages.Then  there 
were  folded,  pullout  sections,  quickly 
followed  by  supplements  and  even 
magazines. 

Suddenly,  our  broadsheet  press  began 
to  resemble  that  in  the  United  States. 

The  yoimg  boys  and  girls  who  deliver 
papers  to  people’s  homes  began  to 
complain  about  backaches. 

Meanwhile,  the  newspaper  compa¬ 
nies,  suddenly  divested  of  literally  thou¬ 
sands  of  workers,  found  themselves 
making  super  profits.  Now  the  circula¬ 
tion  war  could  rage  without  any  hin¬ 
drance. 

There  were  immediate  casualties. 

Most  of  the  new  titles  which  had  been 
launched  in  the  post-Wapping  euphoria 
were  either  shut  down,  or  were  swal¬ 
lowed  up  by  the  bigger  groups. 

Only  the  Independent,  a  serious- 
minded  broadsheet,  survived  this  earl>’ 
purge.  It  had  swiftly  built  a  strong  audi¬ 
ence  among  disaffected  readers  of  the 
Times  and  the  Daily  Telegraph  during 
the  immediate  aftermath  of  the  move 
toWapping. 

The  sales  war  between  these  three 
titles  was  to  lead  directly  to  the  enlarge¬ 
ment  of  Saturday  newspapers.  There  is  a 
fierce  dispute  about  whether  it  was  the 
Independent  or  the  Daily  Telegraph 
which  spotted  the  potential  of  building 
an  audience  for  Saturday  newspapers.  It 
doesn’t  really  matter.  Let’s  say  they  both 
thought  of  it  at  about  the  same  time  in 
the  autumn  of  1988. 

The  outcome  is  the  same,  whoever 
was  responsible. 

Traditionally,  Saturday  had  been  a 
poor  day  for  the  sales  of  broadsheet 
papers,  and  it  wasn’t  much  better  for 
most  of  the  tabloids. 

But  the  Independent  and  Ekiily 
Telegraph  decided  to  see  if  they  could 
improve  the  situation  by  offering 
greater  value  for  money. 

The  Telegraph  management  decided 
to  move  their  respected  glossy  Sunday 
magazine  to  Saturday,  while  the 
Independent,  which  had  no  Sunday  edi¬ 
tion  at  the  time,  launched  its  own 
Saturday  magazine. 

(See  Shop  Talk  on  page  58) 
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INTEGRATED  SALES  AUTOMATION 

By  the  makers  of  Ad  Director" 

5749  Arapahoe  Ave.  Boulder  CO  ■  80303 
(800)874.8798  (303)440.7855 
Fax  (303)  440.8035 


Immedfate 


realitv. 


A  Go  beyond  what  you've  heard  about 
sales  force  automation  with  the 

already  proven  IMMEDIATE™  integrated 
sales  automation  s)'stem.  Don’t  just  meet 
your  sales  goals  -  exceed  them  -  by 
giving  your  team  the  power  of  “Yes!” 
Immediate  demographics?  -  Yes 
Creative?  Answers?  Sales?  -  Yes 

Team  Work 

just  ask  the  nearly  400  dailies  that  have 
bought  our  system  since  1987.  With  the 
IMMEDIATE  system,  your  entire  sales 
team  is  fully  prepared  for  every  call  with 
the  support  of  five  full-time  experts  at 
their  fingertips,  enabling  reps  to  close 
sales  today.  The  IMMEDIATE  system 
helps  even  the  rookie  to  discover 
prospects,  ask  great  questions,  sell 
against  broadcast  and  close  deals  daily. 

Game  Plan 

The  IMMEDIATE  system  provides  your 
sales  team  with  a  set  of  tools  that  cuts 
through  paperwork  and  produces 
I  measurable  results  with  common  sense 

consulting.  From  proposal  generation 
to  market  research,  the  IMMEDIATE 
system  is  the  newspaper  industry’s 

THE  SALES  leader  in  sales  force  automa- 

OUT  THERE...  , 

WHY  MAKE  ’ 

'EM  WAIT?"  opportunity.  Now  available 

for  Windows  or  Macintosh.  Call  for 

brochure,  video  and  custom  pricing 
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THE  LEADER  IN  PIIBUSHER’s'vOKE  COMIMlflkATION  ARVICES. 

1-800-32 


